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Monogram knows how to make YOU stand out in the 
crowd. Turn your problems over to our creative staff and 
see how your printed message stands head and shoulders 
over your competitors. Put this professional quality to work 
for you by calling MU 7-7850. Or write Monogram Inc., 
1150 Avenue of the Americas, New York 36, New York. 
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Kochan Gothic Outline A Hal Fiedler Baroque Gothic 9 


» TECHNIQUE anayjor quality : -BAROQUE gives flair 
TECHNIQUE mejor quality:~BAROQUE gives flair | 
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' BILL STEINEL 


My = David K. Stone __ Frank Soltesz 
— Don Miller Lou Cunette 


; ' represented by 
i} GRABER ART 
ASSOCIATES 


37 WEST 57 STREET 
NEW YORK 19, NY 


PLAZA 3-3251 


contact: 
Norman Graber Rhoda Paris 
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Khrushchev, atoms and ads 


The sudden stepping up of international tensions that started 
with the hermetic sealing off of Berlin and the resumption 
of nuclear bomb testing could leave a mushroom cloud of 
sobriety on what has so far been the gay ’60’s, recession or no. 

You suddenly realize what a luxury it is to worry about 
Mantle or Maris or Gunsmoke or whether cars will be more 
compact or shoes less pointed. 

When a mortal danger affects you instead of someone a 
few thousand miles away, values you've treasured suddenly 
seem frivolous. 

Such events change the tone of the times. : 

And ads relate to the contemporary mood. They swing 
with it or 180 degrees away for relief. But they can’t ignore it. 

It remains to be seen how high the brink or far the fail. 
An easing of tensions would let us all relax back into what 
we now know are good times. A tightening of tensions could 
change the face of our advertising and sales promotions. @ 





Trade Publications Inc., 19 W. 44 St., New 

. YUkon 6-4930, Subscription price $6.00 per year; $10.50 for two yeors; $7.00 a 
85¢ per copy. Publisher assumes no 

ertwork submitted. Entered as second-class motter at the 

+» With edditional entry as second-class matter at the post 


ART/DESIGN PACESETTERS 
Detroit's new xind of show 
Alcoa's top direct mail campaign 
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UPCOMING TALENT 
Marvin Fireman 
Stan Young 
Samuel Maitin 
Irwin Schonhorn 
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DDB's typesetting procedure 
AD Copyfitter 
Creativity on paper 


TV, FILMS 
Saul Bass's film credits 
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Starch Reader Impression study 


NEWS & VIEWS 
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Letters 
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TRADE AD SPREAD - Iltustrator, Paul Melia 
Agency: Farson, Huff & Northlich - Client: Trailmobile, inc 


BROCHURE DESIGN for the Nationa! Cash Register Company, 
Electronic Data Processing for Banks 


Visiting AD’s tell us they like the talent, 

sound creative thinking and modern facilities at HH Art. 

Take a tour thru sitting at your desk—just write for 

printed samples on your company letterhead. 

HH ART STUDIOS, Inc., 134 Zeigler St., Dayton 2, Ohio, BA4-0338 
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COMPATIBLE COLORS! 


MONGOL COLORED PENCILS are so easy to get along with! They help do hun- 
dreds of imaginative art renderings. Draw with them. Color with them. Even 
paint with them: simply go over your MONGOL colored sketch with a wet brush 
and get brilliant wash coloring. In fact, MONGOL COLORED PENCILS are ideal 
for all drawing needs! 


See how easily you get along with MONGOL COLORED PENCILS in your studio 
or classroom. Your nearest stationer can supply them in round or hexagon 
shape...regular, hard, or very hard degrees...assortments of 12, 24 and 
36 colors. New plastic easel box puts colors within easy reach. Ask about 
EBERHARD FABER—your one source of supply for all writing needs. 


SINCE 18649 


EBERHARD FABER 


Wilkes-Barre, Pennsyivania-New York-Toronto, Canada 














we sell color... 

dye transfer prints 

at Langen & Wind 

420 Madison Ave., N.Y.C. 
PLaza 2-0424 JV 
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business briefs 


indications are for strong 
studio billings in last 
quarter but ’61 will run 
behind ’60 for many 


With many signs pointing to strong busine 
upturn from now through year’s e1 


what kind of 1961 are art studi 
facing? 

Combine the general business pick: 
with the following: in 2 of the 3 yez ; 
since CAM has been keeping recor , 
billings have been above precedi ; 
month in November. In all 3 they’ 
been up in December. In 2 of the 
years October was down. 

The odds favor a billings pickup 
year’s end but it may not be enough 
help studios top their 1960 volum.. 
While billings alone don’t make profits, 
maintaining a certain billings level ‘s 
essential for profitable operation. 

And for a great many studios 196! 
is a down year. In New York City 
average studio billings for the first six 
months were down about 214%. The 
West Coast was down about the same 
percentage. The Midwest studios seemed 
to hold even with 1960 or do just a 
little bit better. Of course, individual 
studios stray widely from these averages. 

Just to break even with 1960, studios 
will have to pick up their billings 
sharply in the second half. 

” 
The upward forces of the economy may not 
affect art studios until 1962 ad budgets 
get into production. It is still too early 
to determine whether companies will up 
budgets as they face 1962 optimistically 
or whether they'll hold back during the 
first few months. 

~ 
Some of the upward pressures are: record 
high personal income and _ buying 
power; record high rate of industrial 
production; not only a stronger but 
faster recovery from the recession than 
has been experienced in recent years; 
raw materials and durable goods pro- 
duction up. 

. 
On the dour side, unemployment is _ still 
strong. And some economists, such as 
Leon H. Keyserling, feel the quick ard 
strong recovery can level off into 4 
period of stagnation. Government ec: 
nomists are more hopeful. > 








$790,000 


That’s what our clients have invested in 
our dye transfer and type C print re- 
touching during the last ive years. And 
that makes us the most experienced 

eople you can find in this art medium. 
We' re not just retouchers! Our men are 
illustrator-artist types who have mastered 
the art of working with sensitive bleaches 
to shift and lighten colors and delicate 
hues, even remove objects or figures. 
They’re experts with dyes that enhance, 
define, deepen and change color. The 
trick is retaining detail, grain, texture 
and surface lustre. We’ve applied these 
techniques with success on black and 
white retouching also. We can show 


you samples and defy you to detect the 
retouching. Want to see them? 


"sere weeny. 
Trene ouvreor eves 


ANNO MOUTH 
THIS MATERIAL USED 
AT YOUR OWN FIGK 





1700 Cadillac Tower 


Dees 26, — 


Equally important to our service we offer a fine 
staff of illustrators, photographers, automo- 
tive, layout and design artists and keyliners. 














GET SOMETHING EXTRA 
IN ART SERVICES FROM 
FENGA & DONDERI, INC. 


You can expect something extra in Art Services and especially 
for collateral material: 1. You can depend on us to maintain a 
complete reference file of a// your materia/—type, lettering, art, etc. 
This “extra” will save you money plus many hours of research and 
“scrounging.” 2. Your individual project material is separated and 
maintained as a unit for the life of your job. 3. We do check al/ 
details —from aesthetics to size. We practice extreme accuracy. 
4. Available: a complete Production Service Facility. We can and 
do provide complete production services —from typography through 
engraving, paper, and printing, under expert direction and control. 


FENGA & DONDER I inc. 


40 EAST 49TH STREET. NEW YORK 17 Plaza 1-4760 








letters 


Sept. critic panel correction ... 


No. 8 of the Critic Panel's selections i 
the September issue, M.I.T. Centenni 
Celebration Program booklet cover, w 
a painting created especially for the occ 
sion by Gyorgy Kepes, professor of visu 
design. Professor Kepes should receiy 
full credit for the painting; I mere 
designed the booklet. 

Jacqueline Shepard Casey 

Office of Publications 

Massachusetts Institute of Technolo, 

Cambridge, Mass. 


Fd 
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who's on first? ... 


That Teem ad described on page 196 of 
the September Art Direction credited the 
copywriter with the art direction. The 
correct credits should read: Agency, 
BBDO; AD, Louis Thommes; AE, Paul 
Randall; copy, Bob Olsen. 

Louis Thommes, BBDO 


thanksh . . . 
Dear Hoyt Howard: 
Your art (hic) le on liquor advertising 
was exshullent. Cheers. 
W. R. Henderson, president, 
Smith, Henderson & Berey, Inc. 





Change of Address. Please send an address 
stencil impression from a _ recent issue 
Address changes can be made only if we 
have your old, as well as your new address 
Art Direction, Circulation Office, 19 West 
44th Street, New York 36, N.Y. 
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Butler systems are 
master pianse for progress 
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In today’s business world, it often 
becomes necessary to change a com- 
pany’s established public image. Diver- 
sification may mean that the image of 
a company with a single specialized 
product must be expanded to cover a 
wide range of products. Or competition 
may force a long-established firm to 
abandon its “traditional” image for 
one “progressive” or “up-to-date”. 

Persuading readers to revise their 
stereotyped ideas about a well-known 
advertiser is not easy. In order to effect 
any measurable change, a company 
must undertake an_ intensive, long- 
range campaign departing drastically 
from its previous advertising. Minor 
revisions in the copy cannot do the job. 
Illustration and layout must make the 
basic change in the advertiser’s character 
immediately apparent to the most casual 
reader. 

The Butler Manufacturing Company 
advertisement shown here is taken from 
a campaign that is enlarging and re- 
molding the business reader’s ideas 
about the advertiser. Before this cam- 
paign, Butler was generally accepted as 
“the leader” in the field of prefabricated 
steel buildings, readers tended to think 
of the company in terms of strictly 
functional structures such as warehouses. 
Earlier Butler advertising conformed to 
this favorable but somewhat unimagina- 
tive image; most of its advertisements 
were strictly business, black-and-white 
affairs using conventional layouts and 
unretouched, “on-the-job” illustrations. 

By giving business readers the im- 
pression that they are learning ‘“‘some- 


A Starch reader impression report 


industry's blueprint for cost control 


BUTLER MANUFACTURING COMPANY 


thing new” about the advertiser, the 
four-color campaign represented by the 
ad shown here is forcing readers to 
revise and expand their impressions. 
They became aware that Butler also 
produces colorful, attractive buildings 
with a wide variety of facings. To a 
somewhat lesser degree, readers, who 
had thought of the advertiser only in 
terms of isolated, single buildings learn 
that Butler can supply entire integrated 
systems for certain industries. The com- 
pany is not thought of exclusively in 
terms of a “product”, but also for its 
valuable consulting service. 

The crucial point about this cam- 
paign is that form rather than content 
accounts for most of the campaign’s 
success. The fact that the campaign is 
observably “different” from earlier ads 
prepares the reader for the possibility 
that the company itself may not be ex- 
actly as he supposed. Art, color, layout 
and size are the factors which lay the 
groundwork for reader acceptance of the 
“new” image. Explicit copy statements 
only reinforce the impression of change 
or specify the nature of the change. 

It is important for advertisers to re- 
member that the image connotations of 
format and treatment can be acciden- 
tal, as well as planned. Competitive 
advertisers whose campaigns feature 
similar art work and layout may ac- 
quire similar company images over a 
period of time, while an advertiser who 
changes the form of his presentations 
too often and too radically may emerge 
with an indistinct, chameleon-like per- 
sonality as a result. + 














Photography can be touchingly ten- 
der, softly emotional. It can also be 
realistic, brutally frank. Whatever 
the message, there are a variety of 
ways to professional color photo- 
graphs. If you would like to learn 
about all of them, write for your free 
copy of “Let Us Count the Ways,” a 
4-color brochure about the roads to 
successful advertising illustration. 


EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 








production 
bulletin 


new cold-type machines 


new typewriter with 


interchangeable faces, new 


films and color analyzers 


Type notes: New Univers 8-page booklet 
has comprehensive showing of the six 
series now available. Shows fonts 
from 6-48, text blocks for the four 
smallest sizes of each series. For copies, 
\TF, Dept. 261P, 200 Elmora Avenue, 
Elizabeth, N. J... . Protype now avail- 
able in more compact model that fea- 
tures roll-up paper, magnified line 
spacer set knob, improved control over 
interlinear spacing, takes paper up to 
17” work surface. New literature about 
it from Protype Graphics, 305 E. 45th 
St., New York 17 . . . new film letter- 
ing machine is the Photo Typositor. 
Entire operation is visible, automatic, 
electronically controlled. Eniarges or 
reduces. Works in daylight, develops 
each letter as exposed, without stats. 
Slants, condenses, curves, bounces, in- 
terlocks, etc. For brochure, Visual Gra- 
phics Corp., 311 E. 46th St., New York 
17 . . . IBM’s new Selectric is a car- 
riageless typewriter. It is electric, uses 
six interchangeable faces. 

On paper: Current new specimens and 
portfolios include Mohawk’s 
text and cover, Peninsular’s 
Snoweave, Fraser’s Kedgwick Offset, 
Wausau’s Brokaw Opaque offset. 
Kimberly-Clark. has converted a second 
paper machine at its Kimberly mill to 
blade coating. Blade produces more 
uniformly level surfaces than roller coat- 
ing. Hifect Enamel, Multifect and 
Energy will now be blade coated. K-C 
has another blade coater at Niagara 
Falls, a fourth is being converted at 
Niagara, Wis. and a fifth will be added 
there next year. 

Production notes: New, low-cost, portable 
plastic binding unit, Apeco Combind, 
developed by American Photocopy 
Equipment Co., 2100 W. Dempster St., 
Evanston, Ill. Free booklet Dura- 
trace Carbon Film works either as a 
master or negative for contact printing 
or overhead projection, for use with 
Ozalid and other reproduction ma- 


basic 


sample 
Artemis 


chines. For literature, Ozalid Div., Gen- 
eral Aniline & Film, 522 Corliss Lane, 
Johnson City, N. Y. . . . Colorotds are 
full-color presentation prints that help 
sell clients and AE’s on an ad’s repro- 
duction qualities. The prints approach 
dye transfers or Custom C’s in quality. 
They are fully maske« and color bal- 
anced, require no sep rations or inter- 
negatives, are easily ‘aounted and re- 
touched, available in semi-mitte finish 
on regular paper base. Range 8x10, 
11x14 to 16x20. 24 hour delivery, Color- 
oid Corp., 525 Lexington Ave., NYC. 

Grumbacher Tuffilm Spray is a 
clear acrylic fixative to seal out mois- 
ture and lasting protection to 
charcoal sketches, pastels, pencil draw- 
ings, casein, etc. Provides ground for 
overpainting typing paper es- 
pecially treated for offset platemaking 
is called Copy-Prep. A fine white pig- 
ment applied to a bond paper gives it 
a brilliant white non-glare surface. Foto- 
type, Inc., 1414 Roscoe St., Chicago 13 

watch some of the Old Crow 
newspaper ads. They use a new art 
technique for full-color ads. Photo or 
tone art is reproduced as line copy. 
Cuts platemaking time and costs by 
more than a third. Continuous tones of 
a color photograph are produced in a 
granular pattern. A film positive is 
made for each color. Need for color 
register is modified since off-register is 
less apparent than with conventional 
halftones Rayz-Brite is a raise- 
printed design on foil, plastic films and 
celtophane.- Makes for striking gift 
wraps. Embossograph Process Co., 3720 
14th Ave., Brooklyn 18 a true 
lacquer waterless decal has been de- 
veloped by Allied Decals, Inc., 20700 
Miles Ave., Cleveland 28. Dri-Appli can 
be applied more easily, quickly and 
neatly, is fully weather resistant, one-or 
two-sided . . . Japanese color computer 
can identify and label more than 100- 
million colors. Manufacturer is Toshiba, 
Tokyo. The human eye can differentiate 
between 7.5 million colors. Machine 
helps control paint, dye, etc. standards 

want to check the legibility of 
your packages, posters, displays? Try the 
Van Rosen Visiometric Comparator. 
With it you can check legibility of one 
design against another, get an absolute 
quantitative measurement of legibility 
for any one item, test impact through 
flash recognition in a_ pre-determined 
time lapse. R. E. Van Rosen Corp., 52 
Vanderbilt Avenue, NYC 17. . new 
low-cost short-run color reproductions 


give 





known as Cole-Color. Claims to ret: 
definition and tones of the negati 
Photographers Colorlitho, 906 Atlan 
Ave., Baldwin, L.I.... 
Color ink: Revised edition of book! 
“Recommended Standard Second Col 
for Business Publications”, is availa} 
from National Business Publicatio 
1913 Eye St.. N.W., Washington 6, D 
new brilliant colors, known 
Hi-Fi Colors, from Artcraft Poster (¢ 
2935 Broadway, Oakland 11, Calif. . 
folder showing offset metallic print 
inks from Marset, Inc., 225 South § 
New York 2. new letterpress-lit 
Day-Glo colors by Switzer Bros. are { 
orange, Saturn yellow, and neon r 
They were previously only available 
the silk screen or gravure line. | 
swatch book, Switzer Bros., 4732 
Clair Avenue, Cleveland 3... n 
swatch showing of fluorescent in 
type P-1500, from Radiant Color ¢ 
830 Isabella St., Oakland 7, Cal. 
an ink that sets in 45 seconds and drie 
in four minutes has been marketed by 
Interchemical Corp. Specially develop: 
for printing on corrugated and multi- 
wall kraft, it is called IPI Poly-Set ... 
new Quantalog Photographic Color 
Analyzer developed by the Macbeth 
Corp., Newburgh, N.Y. It deter- 
mines color balance and exposure time 
for color negatives. Macbeth also makes 
the Avlite Viewer which has two light 
intensities. For data on the Color 
Analyzer of the Avlite Viewers write 
the company at P.O. Box 950, New- 
burgh, N.Y....new Bartlett Transpar- 
ency Illuminator 120 holds any combina- 
tion of transparencies from 35mm slides 
up to 8x10. 11 moveable channels on the 
face give it this flexibility. Will hold up 
to 120 35mms. Bartlett Research, Inc., 
20 Bartlett Ave., Detroit 3, Mich. 
new, low-contrast reversal color dupli- 
cating film features sharp definition, 
accurate color, processing with regular 
chemicals introduced by Ansco. Called 
Anscochrome Duplicating Film, Type 
547. For details, Ansco, 24 Charles St., 
Binghamton, N.Y. . . . The 16mm film 
which recorded Astronaut Shepard's 
flight reactions is the fastest color film 
yet produced. It is Anscochrome FPC- 
132. Has minimum rating of ASA 200 
but experiments show it might get 
rating of ASA 500 new book 
describes color films for advertising 
Ektachrome Ektacolor, Kodacolor, Ekt 
color paper, and print film, dye trai 
fer, enlarging Ektachromes. Ask f 
“Let’s Count The Ways. s 
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Fix your gaze on a brand new blue-white NORTH STAR-— 
Polar Superfine Enamel. Note how its blue-white briiliance 


and exceptional gloss heighten the contrast between the 





spectrum and the jet black of night. The insert was printed 





in two impressions on a conventional single color press, 





running black for one impression and five colors in a split 





fountain for the second impression. The effect is striking: 





full color with unusual snap, produced at minimum cost. 





Oxford North Star trailing-blade-coated papers are distin- 
guished for their exceptional brightness, levelness, polish 


and affinity for inks. When you select paper, consider 





North Star. Your nearby Oxford merchant can meet your 





printing and budget needs from his stock of Oxford quality 





coated text and matching cover papers. For his name, 
drop us a card at 230 Park Avenue, New York 17, N. Y. 








paper 
specialists 
to the 
graphic arts 






industry 


NORTH STAR LETTERPRESS PAPERS 
Polar Superfine Enamel 

(for this insert, basis 25 x 38—100 Ibs.) 
Mainefoild Enamel 
NORTH STAR OFFSET PAPERS 
Polar Offset Enamel 

Polar Offset Enamel Dull 
Mainefiex Offset Enamel 
Mainefiex Offset Enamel Dull 


OXFORD PAPER COMPANY 


NEW YORK © CHICAGO #* BOSTON 
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calendar 


Yov. 6... Awards luncheon, Cleveland ADC, 
fanger Hotel. 
lov. 6-17 . . . Outdoor Advertising Concept 
how, sponsored by Naegele Advertising 
‘ompanies, Sheraton Towers, Chicago. 
lov. 6-17 . . . Art Direction Magazine’s Crea- 
vity on Paper show, at Olmsted-Kirk, Graphic 
tts Center, 1037 Young, Dallas. 
‘ov. 7-9... Annual show, Point of Purchase 
dvertising Inst., McCormick Pl., Chicago. 
ov. 9-11 . . . 1961 Litho Awards exhibit, 
raphic Arts Assn., 704 W. Wisconsin Ave., 
ilwaukee. 
ov. 15 . . . Awards presentation, ADAC of 
an Francisco, at luncheon of Advertising 
lub, Sheraton Palace. 
ov. 15 . . . Deadline, NJADC’s first annual. 
anks and details, Gregory Ruffa, 109 Park 
ve., Plainfield, N. J. Show, March 19-24, Pub- 
> Service Electric & Gas Auditorium, Park Pl., 
ewark. 
ov. 20... . Preview, Philadelphia ADC's Art 
nnual, Philadelphia Museum College of Art, 
road & Pine Sts. Closes Dec. 30. Dinner- 
ance, Nov. 18, Cherry Hill Inn. 
ov. 20 . . . ADCC’s 29th Awards Dinner. 
how, Nov. 22-Dec. 15, Prudential Bldg. 
hrough Nov. 24. . . First Natl. NSAD Ex- 
ibition, Berkshire Museum, Pittsfield, Mass. 
To Cooper School of Art, Cleveland, Dec. 4-29. 
Dec. 1. . . Deadline, 2nd Annual International 
Broadcasting Awards, sponsored by Holly: 
wood Advertising Club, 6362 Hollywood Blvd., 
Hollywood 28. Awards presentation, Feb. 13. 
Dec. 20 . . . Typographic Trends show, San 
Diego ADC. 
Jan. 5 . . . Deadline, entries for 1962 Awards 
competition, Lithographers & Printers Natl. 
Assn., 597 Fifth Ave., NYC 17. 
Feb. 2 . . . Awards dinner, Pittsburgh ADC, 
at the Hilton. 
Feb. 16 . . . ADLA’s 17th Awards luncheon. 
April . . . NYADC’s 4lst natl., Park gallery, 
Pepsi-Cola Bldg., 500 Park Ave. (59 St.). 
Art Institute of Chicago . . . Nov. 9-Dec. 17, 
Japanese Decorative Style, organized by Dr. 
Sherman E. Lee, Cleveland Museum of Art. 
Carnegie Institute . . . Fine Arts galleries, 
through Jan. 7, Pittsburgh International Exhi- 
bition of Contemporary Paintings & Sculpture. 
Contemporary Arts Center, Cincinnati... . 
Through Nov. 15, Portraits from the Collection 
of Museum of Modern Art. 
Cleveland Museum of Art . . . Through Nov. 26, 
Year in Review, 1961 accessions. Dec. 6-Jan. 
14, Van Gogh exhibition, from Vincent Van 
Gogh Foundation, and Kroller-Muller Museum, 
The Netherlands. 
Detroit Institute of Arts . . . Futurism, Through 
Dec. 19. 
LA County Museum .. . Through Dec. 31, Folk 
Arts of Lapland. 
Mead Papers Library of Ideas . . . Through 
Dec. 1, Creativity in Paper. Chicago Library 
of Ideas, Nov. 6-Dec. 1. 
Metropolitan Museum of Art. . . Nov. 17-Jan. 7, 
101 American Primitive Paintings, from the 
Collection of Edgar William and Bernice 
Chrysler Garbisch. 
Museum of Modern Art . . . Through Nov. 12, 
3 Photographers: Englishman Bill Brandt, 
“renchman Lucien Clerque, American Yasu- 
iiro Ishimoto; Through Nov. 12, Art of Assem- 
lage; Through Dec. 3, Last Works of Matisse; 
Yhagall designs for stained glass windows. 
2ortland (Me.) Museum of Art .. . Through Nov. 
\2, Photography in the Fine Arts Exhibit II. 





SAVE ONE HALF 
ON THE WORLD’S 
BEST PRODUCTION* 
LUCI ! *No other “luci” machine can 


You save at least one half when you outperform Lucygraj! Instant- 

purchase a Lucygraf because there are set calibrated cable controls 

no middlemen, distributors, discount give more precision end sharper 
focusing control. 


arrangements or hidden mark ups. 
Every unit is sold direct to the cus- 
tomer from the manufacturer. There is 
only one price. This is the formule that 
has been selling Lucygraf all over the 
country. It is the reason we offer an 
unconditional 10 day money-back 
guarantee if you are not completely 
satisfied... because most Lucygraf 
customers order without ever having 
a demonstration. 


Lucygraf customers include large 
Corporations, Universities, Agencies, 
Studios, and Freelance artists. Much of 
our sales success is directly due to the 
recommendations given by current 
Lucygraf owners... (to whom we say 
thanks). Read the specifications below 
and you will see how Lucygraf offers 
double the production capacity, plus 
rugged dependability at less than one 
half the price you would normally pay. 


SPECIFICATIONS 


LENS, Wollensak Raptar F4.5 (Same lens as in 
units costing $300.00 more and up.); EIGHT 
DIAMETERS scaling range (calibrated settings 
for four times up and 4 times down); FOCAL 
PLATE 18” x 24”; COPY BOARD 17” x 23”; 
BELLOWS, heavy duty rollaway; LID fits flush, 
piano hinge; CABLE CONTROLS of viny! cov- 
ered steel strand; HOOD, grey vinyl, remov- 
able; DIMENSIONS, 42” stand up height to 
focal plate, floor area approx. 26” x 24”; 
CABINET of heavy ply construction beauti- 
fully finished in neutral beige. 


THIS IS THE ¢ 00 Ge nntsnem) 
FULL PRICE! % Complete with 


(Not just a monthly payment!) ready to operate. 








EVERY LUCYGRAF IS SOLD DIRECT ONLY! 
with a 10-DAY MONEY-BACK GUARANTEE! 


HOW TO ORDER MODEL “p"... $278.00 

FULL PAYMENT WITH ORDER... Gives an additional i172 

$198.00. We wil! ship prepaid in sq. inches on both focal 

U.S.A. 2 plate and copy board. 
PAYMENT PLAN ...$100.00 pay- Includes a 4x 5” trans- 

ment with order. Balance in two parency holder in the 

equal monthly payments ( 60 U copy board. 

days). Send Bank Reference. : Pay one half wi 

Shipped F.O.B. Los Angeles. pi Date Prang gd 
In California ... add 4% Sales Tax ($139.00) 


LUCYGRAF MANUFACTURING COMPANY 1929 N. Hillhurst Ave., L.A. 27, Calif. 











UNDECIDED parmetire relax! 


> TRY COLOR SURVEY PHOTOS 


Our team of experts will scout your installation or subject with color 
photos offering you @ vast wealth of material at 4 most nominal cost. 


Later we'll follow with your finished photography, having extended to you @ 


feeling of confidence that our preliminary survey has afforded the 
right material to implement your ideas. 

L. W. Ramsey Advertising Agency of Davenport, lowa, is just one of our many 
clients who have most successfully used this service. 


22 W. Hubbard St. Chicago 10, Ill. « WHitehall 4-7330 


ae New York Sales Office « 527 Lexington Ave. * PLaza 3-0266 
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“on the button...!” That's how some of the leading 
advertisers and agency AD’s have described Michael Germakian’s 
solutions to design problems. He is now with Comart contributing 
his talent to the many exciting and award-winning pieces for 





such quality minded clients as McCall's promotion, Remington 
Rand, Life Promotion, Lederle Laboratories, Reader's Digest, etc. 
That's another reason why you’re in the best hands at Comart. 
Comart Associates Inc., 8 East 52nd St.,N.Y.22,N.Y.,PL3-4130 

















le Beau studios inc., artists 





38th floor cadillac tower, detroit 26, michigan, wo. 1-5774 











alterations to 
artwork... 


JEC arbitrates case in whici 
agency altered artist’s wor: 
and then his bill 


Complaint: Illustrator cited Article 5 c 
the Code of Fair Practice, “Alteration 
to artwork should not be made with 
out consulting the artist. Where alterz 
tions or revisions are’ necessary and tim 
permits and where the artist has main 
tained his usual standard of quality, h 
should be given the opportunity o 
making such changes.” 

Illustrator claimed agency made chan 
ges in the background of the paintin; 
without his consent or knowledge an 
then deducted the costs of the change 
from the agreed to price. Ad was for 
1961 cars. It was conceded the agenc 
had the right to deduct costs for engi- 
neering changes on the car illustrations. 
A check of $2800 for the painting and 
comprehensive was refused. Original 
price was $4000 for the painting and 
$500 for the comp. 

Agency: Cited an agreement with all 
artists working on this account, per- 
mitting them to make engineering 
changes. Agency also contended artist’s 
pending trip to Europe and fast dead- 
line were responsible for their decision 
to make changes locally. 

Arbitration: Both parties agreed to arbi- 
trate. The artist testified as follows: 

@ he recognized the agreement per- 
mitting the agency to make engineering 
changes and to deduct their cost from 
the price of the finished art. 

© photos supplied by the agency for 
the first comp made a good job im- 
possible and the agency was so notified. 

© the first comp was rejected, solely 
on the basis of the cars. 

© he was asked to do a second comp, 
given rough drawings of the cars but no 
photos showing position as had been 
promised by the AD. 

@ usable photos of the 1961 models 
were continually promised but never 
forthcoming. 

® agency did not follow mailing in- 
structions, thus five days were lost. 

® to meet 2nd comp deadline artis 
worked over weekend and rep delivere 


(continued on page 24) 
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MORTON GOLOSBHOLL 


. at Pye She % a ee 4 . 4 3 : ait . Lepe 
22 East Illinois Street - Chicago 11, Illinois - 960 W. 12th Street - Los Angeles 15, California 








Setting the 


STAN DARD 


Huxley House, for over 30 years, has striven to set exacting standards in 
creative typography. In its search for the finest and latest designs, Huxley 
House became the first to import the linotype version of STANDARD and 
STANDARD Medium. STANDARD, a type family with fifteen variations, is 
close to the ideal of the universal letter. STANDARD, in all its graceful 


variations and sizes, is available at Huxley House. 


HUXLEY HOUSE,LTD ————— 


216 £.45 STREET,N.Y.17 - MURRAY HILL 7-1050 


Set in our 12 pt. machine STANDARD 
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DYNAMIC SOURCE FOR CREATIVE IDEAS... 


FREE! 
NEW STOCK PHOTO CATALOG 


Speed up ad ptoduction with our spanking new 
catalog. Our wide variety of creative photos in 
every category are sure to give your artwork a 
big assist. Write today for your copy of this 
helpful, new catalog—it’s yours free. 


EWING GALLOWAY Dept. A-11 


420 Lexington Avenue, New York 17, N.Y. 





WARREN WINSTANLEY, INC. 
PHOTOGRAPHY 
10910 WHITTIER, 
DETROIT 24, MICH. 


DREXEL 1-4169 








(continued from page 22) 


it to a plane at the airport. 

© because of time, comp was a pastel. 

® to finish job on time artist had to 
hire an artist (at $280) to pencil up the 
cars. 

® agency had cited security rules for 
witholding photos. Artist said these 
rules were main factor in time running 
out and making it necessary in agency's 
judgment to make background changes 
without consulting the artist. 

® artist was unaware any changes had 
been made until he received the in- 
adequate check. 

The agency testified as follows: 

® acknowledged that failure to con- 
sult artist was discourteous but claimed 
that under terms of the agreement 
notice was not obligatory. 

e the first comp was rejected for 
reasons other than the car’s position. 

@ the second comp, because it wasr t 
finished as much as other comps show 
the client, was shown to him late:, 
causing additional delay of 3-4 week. 

@ that artist introduced elements = | 
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912 BOOK TOWER, DETROIT 26 WO 3-8775 
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FAIRCHILD, GROENEVELD & FITZGERALD INC. M 











Hey Jack! 


How about getting 
something started 
on a studio ad? 


No, I mean it. 
We push it aside 
every month. 


Look Jack! 

I know we 
always have the 
same problem: 
Let’s pin down 
what we 

want to say. 


Well, do we 
stress service? 
Ours is the greatest. 


Or, do we 

list our accounts? 
Lots of prestige 
there. 


Well there is! 


They’d probably 
want to know 
about all the guys 
we've got working 
here; how we 
design all kinds 

of nice stuff for 
advertising, 
packaging, display, 
sales promotion, 
annual reports 

and like that, 

and mechanicals, 
lettering, illustration, 
and of course our 
attention to detail. 


We'll have to 
keep it short. 


Maybe we should 
just say what a 
nice bunch of 
guys we are?... 


yeah Ric? 


yeah, sure. 


sure, sure 


Big deal. 


Okay! Okay! 


They'll flip. 


Lemme work. 


I'll get on it 
tomorrow. 
~ 


DI FRANZA 
WILLIAMSON 


i ee — ee 


48 WEST 48 STREET - NEW YORK 36, N.Y 


CIRCLE 7:2650 





(continued from page 24) 


the finish not in the 2nd comp, violat- 
ing the agreement. 

acknowledged photos sent artist 
were of mockups. 

@ said that photos of actual cars were 
unavailable due to security rules of the 
client. 

® other artists had handled similar 
difficult problems. 

@ by artist’s departing from approved 
comp he failed to maintain his usual 
standards of quality as per article 5 of 
the Code. 

® timetables of mailings to and from 
the artist and cost sheets from the 
studio making the corrections were 
shown. Engineering changes of $1000, 
background changes of $1050, and $150 
for spots were listed. The client’s bill 
for the art had been upped to $5000 
from $4500, leaving $2800 for the artist 
after deducting the above. It was 
acknowledged the $150 for spots should 
not have been deducted. 

Artist's rebuttal: Cost of changes was ex- 
cessive. He pointed out on proofs the 
nature and extent of the changes. 

© stated that if his ingenuity in cir- 
cumventing security hadn’t led him to 
hire an automotive artist familiar with 
the new models, (at a $280 cost to 
himself) he could not have met the 
deadline. 

@ since he had no voice over security, 
he could not be responsible for its con- 
sequences, thus the cost of the back- 
ground charges, due to the time ele- 
ment, could not be deducted from his 
fee. 

® cars in, proofs of ad were in same 
position and with no detail added or 
deleted from his finish. 

Agency rebuttal: AD stated that engineer- 
ing changes consisted of body finish, 
sharpening and shining of detail, that 
he had checked his procurement de- 
partment and been assured the charges 
were not excessive. 

Decision: According to the agency-artist 
agreement, engineering charges in ex- 
cess of $250 were to be deducted from 
the artist's fee. Comps, regardless of 
number, were to be billed at $500. The 
panel upheld the artist’s contention that 
cost of background changes was not his 
responsibility. Spot charges also should 
not have ben deducted from the artist's 
bill. 

Summary: Artist billed for $4500, rejec- 
ted payment of $2800, was awarded 
$3750. After the case was decided, the 
JEC received a letter from the agency 
complimenting it on the thoroughness 
and objectivity of the arbitration. © 
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Selikan— premium quality at standard price 


PELIKAN GRAPHOS drawing ink fountain pen; for PELIKAN CONCENTRATED PELIKAN COLOR BOX with 12 
finer, smoother drafting, illustrating, lettering; cuts DESIGNERS’ COLORS 80 or 24 opaque or transparent Pelikan 
stop-and-fill time 90 per cent; 60 interchangeable nibs. brilliant hues, in 1 oz. jars. water color pans. Box is rustproof. 


PELIKAN RUBBER ERASERS xt PELIKAN WATERPROOF DRAWING INKS 19 vivid colors, completely opaque black and 
3 types, each specifically “%, white; also available in special types for plastic sheets and coated papers; all are 
adapted to particular uses. “a free-flowing, blendable, dilutable, 100% waterproof, erase well; 1 oz. bottles and up. 


PELIKAN FOUNT INDIA excellent draw- PELIKAN CONCENTRATED ™, PELIKAN ART MATERIALS are imported from 


ing ink for any fountain pen; dense black, { DESIGNERS’ COLORS 76 3 West Germany, made by the world-renowned 
non-clogging, quick drying, free-flowing. &  brillianthuesinloz.tubes. ~ firm of Ginther Wagner, Pelikan-Werke, Hannover. 


Sole U.S.A. Agent: JOHN HENSCHEL & CO.,INC., 425 Park Avenue South, New York 16, New York 











COLOR VIEWING VERSATILITY WITHOUT 





YOU REALLY Ste COLOR WITh AVLITE 
BECAUSE Th COLORS BUILT IN! 





THE T&R-24 
transparenc 


portion 10 


0 facilitates viewing and 
es SIDE-BY-SIDE. The view 
x 40” 


ng ease 


The Photographic dyes in color trans- 
parencies, prints, the pigments in printing 
inks do nothing more than modify the light 
reflected from, or transmitted through the 
object being viewed. Thus if you customarily 
view color under ordinary incandescent or 
fluorescent light, you are unknowingly mak- 
ing corrections for light source color defi- 
ciencies or distortions . . . The new ASA 
Proposed Standard for such viewing specifies: 


A light source having adequate color content 
throughout the visible spectrum and a color 
temperature of approximately 3800° K; iden- 
tical qualities of illumination for the viewing 
of prints and transparencies; proper surround 
and viewing geometry. 


VIEW A TRANSPARENCY — SEE A PRINT WITH THE MAGIC OF TVC i 


View a transparency and you're looking 
at an area of visual brightness of 10,000 
to I. View a print and you are looking at 
a visual brightness of no more than 100 to 1. 
Result, misunderstandings, time and money 
wasted on corrections. With TVC (Trans- 
parency Variable Contrast) and the T&R- 
240 Viewer. you can reduce the over- 
brilliance electronically, as easily as you 
turn a radio dial. This is an electronic first 
print, a “Trans-Print”. With it you can get 
client O.K., specify corrections in minutes, 


comparison of prin 


ts, proofs and 
0” x 40”. the trans 


large enough to accommodate several subjects 


Because Avlite viewing equipment meets 
or exceeds all ASA requirements, and be- 


cause it’s color temperature is visually 
midway between the color extremes of blue 
daylight and yellow incandescent, prints and 
transparencies viewed with whiie Avlite have 
the best chance of appearing “right” should 
they be viewed under other light sources. 


To be sure that you really see all the 
color there is to see without distortion, 
select one of the Avlite print and/or trans- 
parency viewers from the complete line 
shown on this page. If your interest is in 
Big Color, please address inquiries to the 
address shown below. 


without ever actually 
making a print, and 
reduce the number of 
proofs required. 

We cordially offer 
you our technical bro- 
chures describing the ' 

Avlite equipment described and the name 
of the nearest authorized dealer who stocks 
and will demonstrate this equipment. 

This information may be obtained by addressing 
correspondence to Macbeth Daylighting Corpora- 
tion at the address at the right. 


LIMITATION DESIGNED WITH YOUR PROBLEMS IN MIND 
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STAIN 


THE T-214, 10” x 10” standard 
Portable Transparency Viewer 
comes equipped with its own 
carrying case cover. Zipper side 
pocket makes it convenient to 
carry masks, transparencies, etc. 











THE T-420, 20” x 20” Standard 
Transparency Viewer, designed 

for use in the Graphic Arts and for 
the professional who customarily 
works with transparencies 

larger than 8” x 10”. 
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THE R-214, 10” x 10” Standard 
Print Viewer, designed for the 
small volume quality contro! of 
color prints or proofs. 
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THE T-240, 10” x 40” Standard 
Transparency Viewer. Designed for 
the professional to accommodate 
a number of transparencies 

at one time. 











BIG COLOR, designed in complete 
units and hook-together modules 
for the perfect backlighting of 
giant transparencies or front 
lighting of giant prints. Units 
custom built to special order. 
Sizes available 30” x 40”, 

60” x 40", 90” x 40” and up. 


od 


DAYLIGHTING CORPORATION 


A Subsidiary of the Macbeth Corporatior 
P. ©. Box 950, Newburgh, New York 
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COURTESY OF McCALL’S MAGAZINE PHOTO COURTESY OF LINCOLN CONTINENTAL/FORD MOTOR CO. 




















APCO IMPACT — AZURE BLUE — 25x38-80/RED, YELLOW, BLUE PROCESS AND 6 TO 1 COLOR RELATED 5 
. Feminine Beauty, Fine Cars, and C a , IPA 4 ; 
... An Interest Arouser with Impact in— 
cove 
", - 27@OFr 
, PURPOSE Purpose . . . For increasing reader interest. Apco ee 
; Impact’s softly tinted papers printed with — color- e€0 
related 8:1 inks reduce the contrast reflectance ratio 3urn 
to a soft 8 to 1 as compared to the strong 17 to 1 ratio peci: 
of black ink on white paper. As a result, typography ell-I 
takes on new clarity and reading interest increases New 
by the psychological effects of soft color contrast. iski 
vay | 
Power . . . To harness the daylight colors of nature. 5 Nein 
There is no white background or periphery in nature. vhen 
Everything is a blend of many hues which are reflec- Chev 
tions of the daily color variations of natural light. ‘enge 
Apco Impact colors of Jonquil, Suntex, Coral, Mint ising 
Green and Azure Blue fall within the range of daylight outde 
itself. As a result, halftone and color illustrations take meda 
on new depth and realism. 
Products . . . With faithful reproduction. In many 
instances, and with numerous types of products, the ie 
pleasing marriage of Apco Impact papers and their 1912, 
color-related inks, actually improves product pictures. Joly 2 
PRODUCTS Illustration whites usually appear more realistic than culatic 
og on white papers. Metals appear more natural on 1. 
Azure Blue — furniture and woods achieve new reality — 
on Suntex—and so it is with many products. Try ee 
Apco IMPACT papers on your next catalog or mailer — of ‘19 
you'll be pleasingly surprised with the results. too it 
aiso i 
dresses 
Pride . . . In company or brand name identification. oes 
Color is a very powerful sales stimulant and is incor- addres 
porated in products and packaging to improve appear- cones 
ance and help establish brand name and company = 
identity. Product or company literature printed on ot 
Apco Impact papers provides that something extra ale 
that attracts and holds reader interest — suggests mod- ea 
ern thinking and pride in management messages. perces 
4. 
Profit . . . By reducing competition for readership. oy 
Black on white is commonplace, average and ordinary. oe 
It merely says things in a matter-of-fact way. But with is acti 
Apco Impact papers a more colorful stage is set and graph 
your story told in a dramatic and glamorous way. oe 
Color becomes an integral part of selling because it the ce 
possesses the intangible and irresistible appeal which, fide < 
quickens reader interest and Fa 
acceptance of new products . sas throu 
and ideas—improves printed efpernay Se hag a} bene 
communications generally. of Apco IMPACT papers ty pcaei 
is told in this 24-page .~ cf iss 
booklet — Yours Free for /. ™ “ 
; ‘ : the asking. Write today. £ day © 
*Also available in Cover weights es (sEAI 
THE APPLETON COATED PAPER CO 
APPLETON, WISCONSIN Art | irecti 








custom 
color 
— | services 


seorge Guido is the new man with the 


noustache and tortoise rim glasses at 

.eo Burnett in Chicago. He joined DYE TRANSFER PRINTS 
3urnett last May as art supervisor on EKTACOLOR PRINTS 
:pecial assignments, coming from Camp- K&L COLOR STATS 
vell-Ewald in Detroit. Previously, in DUPLICATE TRANSPARENCIES 


New York, he had worked with Bcb COLOR SLIDES 
*liskin, free-lanced, AD’d at Grey and COLOR PROCESSING 


vay back was with Paul Rand at Wm. 
Neintraub. He went to Detroit in 1954, MADE TO MEET 
vhen he left was Head AD on the YOUR SCHEDULE 


Chevrolet account in charge of pas- 


‘enger cars, trucks and Corvette adver- BUDGET & TASTE BY 
ising in newspapers, magazines and 
outdoor. He’s got a raft of show 
medals. * 





LEGAL NOTICE K &L COLOR SERVICE INC. 


Statement required by the Act of August 24, 10 EAST 46TH ST., N. Y. 17, N. Y. MU 77-2595 
1912, as amended by the Acm < March 3, 1933, 
July 2 1946 and June 11, 1960 (74 Stat. 208) 
showing the ownership, iene and cir- 
culation of Art a2 published monthly 
at New York, N. Y., for October 1, 61. 

1. The names and addresses of the publisher, 
editor, managing editor and business manager 
are: Publisher, Advertising Lg 2 Publications, 


Inc.; Editor, Edward Gotschall Managing Edi- » “—~ Twist 
tor, none; Business Mana Don Ss me all THE PERFECT to open 


of 19 W. 44th St., New otk 36, 

2. The owner is: (If owned = ‘a a ra- THINNER DISPENSER ey 
tion its names and addresses must be stated and to close 
also ea thereunder the names and ad- @ guaranteed leak-proof 
dresses of stockholders owning or holding 1 @ no evaporation 

rcent or more of the total amount of stock. * to | 
f not owned by a corporation, the names and no cap fo lose 
addresses of the individual owners must be @ controlled flow from Bargain introductory offer 
given. If owned by a partnership, or other un- any position - proves “Clip Book” art saves 
pemsporetns Sem, bn come, nd afdrem = well] © idea! for filing you time and money. Top 
Bone Advertising Trade Publications, Inc. and e air brush cup with water quality a art for ads, 

fron, both of 19 W. 44th St., New York 2 models, 4 and 6 fl. ozs. printing, publications, direct 
36, Y. and Claris Barron of Haviland Rd., with refill funnel mail, etc. Offset, letter- 
Stamford, Gena. ae , at leading art supply stores press, silk screen 
» e known bondholders, mortgagees, an a 
other security —- —— or oe 1 Valvespout rhe kar on mt 
percent or more of the total amount o' » - + 
mortgages, or other securities are: None. CONTINENTAL ARMS CORP. Clip Book of Line Art"— 

4. Paragraphs 2 and 3 include, in cases ba AE enough for dozens of paste-ups. 
where the stockholder or security holder ap- Satisfaction guaranteed—no 
pears upon the books of the company as trustee obligation—no strings. 
or in any other fiduciary relation, the name Merely attach $1.00 to your 
the person or corporation for whom such trustee letterhead. (Only one to a 
is acting; also the statements in the two para- customer—and new 
os must show the affiant’s full knowledg customers only.) 

Harry Volk Jr. Studio 
Pleasantville 4, New Jersey 
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belief as to the circumstances and co 

tions under which stockholders and security 
holders who do not appear upon the books of 
the company as trustees, hold stock and securi- 
ties in a capacity other than chat of a bona 
fide owner. 
_ 5. The average number of copies of each 
issue of this publication sold or distributed 
through the mails or otherwise, to paid sub. 
scribers during the 12 months preceding the 
cate ed by . ve ba (rs a is 
requir y the act of June to in- 
cluded in all statements regardless of frequen 

afemens reeds of feauene COLORFLEX 


cf issue.) 11,9 





























DON BARRON — PROJECTION ART 4 
Sworn to and subscribed before me this 8th * makes your colors Ready-to-use art on translucent stock for 


day of September 1961. behave on acetate pro 
; jectuals. A specialized service for visual 
— eS communications. Write above address for mt 


(My commission expires mos ; 1902) STOPS CRAWLING samples, prices. 
STOPS CHIPPING || gum a Am omm 
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the first professional 
art flapping system... 


no more SS cutting 
no more measuring X 


no more gluing 





30 seconds... and it’s ready to go 


Strip off pressure 
1 e sensitive tape 
from pre-cut flap. 


board. 


a Fold over flap. 


Attach to 
2. pre-cut 
illustration >. 
7 


IN THE CLIENT’S 


OFFICE: Prestige, uniform appearance 
to layout and art. . 


NATIONAL CARD MAT AND BOARD COMPANY 
4318 Carroll Avenue + Chicago 24, Illinois 


Please send free sample and literature. 





COMPANY NAME_ 
ADDRESS. 











ZONE STATE 


“A BCARD MEETING 


That Votes You Quality Dividends! 


If the finest illustration, show card, mounting, 
mat and bristol boards all gathered for a “Board 
Meeting” — sure as shootin’ — every board would 
be a BAINBRIDGE. 

Each step in manufacturing a Bainbridge 
Board is constantly and rigidly inspected. It 
takes a little longer — but it’s worth it. Such 
quality and patient attention to detail pays off 
when you work with a BAINBRIDGE board. 
Ask for it! 


National Distributor of Strathmore Papers 


CHARLES T. BAINBRIDGE’S SONS 
12 Cumberland St., Brookiyn 5S, N.Y. 








It takes 

fine material 
to make — 
@ fine _ 
suit + 
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HURLOCK 


Royal Crest 


ILLUSTRATION 


WILL SUIT YOU FINE 
FOR FINER ARTWORK! 
You can’t get blood out of a turnip . . . nor good art wo 
out of undependable board. Rely on Hurlock Drawing a: 
Illustration Board. 

Ask your dealer for #1029 Single 

Thickness . . . and #1030 Double 

Thickness. You'll be so glad you did! 
HURLOCK BROS. CO., INC 

Office end Pleat 


3436-38 MARKET STREET, PHILADELPHIA 4, P/ 





“An essential possession 
for anyone with a serious personal 
or professional interest in art” 


“The Encyclopedia of World Art is 
a work to be explored, studied and 
enjoyed...The dazzling array of 
color plates is more than a supple- 
ment to its text; it is an essential part 
of the work, serving as a veritable 
storehouse, a unique treasury of ar- 
tistic objects and artifacts, many of 
which have never been reproduced 
before... These plates bring together 
a stunning collection of images re- 
cording man’s artistic activity during 
the past 200 centuries.” 

Harvey Einbinder, Saturday Review 


“A great landmark in 
art publication...a 


McGraw-Hill Invites : 
You to Participate, as a “—& 
rrivileged Charter Subscriber, 


~ 


> 


ol 


i: One of the Great Cultural natiecclinaie 


of Twentieth Century Man 


Secndiemailia i 


r 


A Vast Panorama of Man’s Great Creative Achievements, Revealed in 
Thousands of Definitive Articles and Lifelike Reproductions. Every Culture, 
Every Major Movement and Figure in Art, from A to Z, is Represented. 


N EXTRAORDINARY new pub- 
lishing project — greater in 
dimension and significance 
than any similar project 

seen in our time — is meeting with wide 
acclaim. It embraces, in 15 volumes of 
surpassing beauty, interest and useful- 
ness, all of man’s great crea‘ive achieve- 
ments in the visual arts through the 
centuries. 


In hundreds of factual articles and 
over 7,000 full-page plates (depicting 
more than 16,000 works of art), the 
new ENCYCLOPEDIA OF WORLD ART 
puts into your hands not only our great 
heritage of paintings, sculpture, archi- 
tecture — but every art from armor to 
textiles, costumes to tapestry, fashions 
and furniture, puppets and stained 
glass, jewelry and silver, modern pho- 
tography, landscape architecture, in- 
dustrial design, and much more. 


An Unusual “Pay-As-You-Go” 
Subscription Plan 


The ENCYCLOPEDIA OF WoRLD ART is 
the joint enterprise of the Institute for 
Cultural Collaboration of Rome and 
the McGraw-Hill Book Company of 
New York. The Institute is an organi- 
zation established for the specific pur- 
pose of publishing major reference 
works requiring international planning 
and contributions. 

Supporting the Institute are the Gior- 

gio Cini Foundation of Venice and the 
f nous Florentine publishers, G. C. 
- nsoni, who are responsible for the 
p-inting. McGraw-Hill Book Company 
: publishing the English language edi- 

min New York, Toronto and London. 


Notwithstanding these great re- 
sources, it is a paysical impossibility to 
produce all fifteen volumes of this lav- 
ish Encyclopedia in one printing. The 
first four of these volumes are delivered 
initially; the balance are to be issued 
one at a time, at the rate of three a 
year. You may therefore easily budget 
your purchase in small payments ex- 
tending over the full period required 
to complete the set. 


Charter Subscriber’s Privileges 


By subscribing now, you will be pro- 
tected against price increases as the 15- 
volume set progresses toward comple- 
tion. Further, when all sets are dis- 
tributed, the Encyclopedia is almost 
certain to command a premium price. 


Not many Americans will have the 
privilege of possessing this superb work. 
As a member of such a unique group, 
you will own what in a few years may 
well be a most sought-after collector’s 
item. Fewer than 2,000 sets of the 
first printing are still available in the 
United States. Subscriptions have been 
received from libraries, schools, uni- 
versities, art institutions, etc. The ex- 
traordinary reception by reviewers, col- 
lectors, art critics, as well as subscrib- 
ers, indicates that reservations may 
soon account for the remaining sets. 


To learn more about the ENcycLo- 
PEDIA OF WORLD ART, send the coupon 
for a colorful Prospectus and full de- 
tails of our Charter Subscriber's offer. 
This inquiry will not obligate you in 
any way. Mail the coupon to: Mc- 
Graw-Hill Book Company, 331 West 
41 Street, N. Y. 36, N. Y. 


monumental undertaking”’ 


Dorothy Adlow, 


Christian Science Monitor 


“Packed with Wonders” 


John Canaday, 


New York Times Book Review 


orld Art 


A MONUMENTAL 15-VOLUME GALLERY 


The Bath, 
by Mary Cassatt, 


beloved American painter. 
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containing 


16,000 Works of Art 


2,000 Objects in Full Color 
and 14,000 Black and 
White Reproductions . . . 
Many Subjects Never Be- 
fore Reproduced Any- 
where . . . Approximately 
13,000 Pages of Text and 
Pictures . . . Thousands of 
Line Drawings, Maps and 
Plans . . . 1,000 Major En- 
tries, Many Subdivided 
into Numerous Individual 
References . . . 200 Histori- 
cal Articles Covering over 
20,000 Years. Over 550 
Biographies of Major Art- 
ists .. . Hundreds of Con- 
tributors from 45 Coun- 
tries of the World. 
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MAIL THIS COUPON TODAY 


To: Encyclopedia of World Art 
McGraw-Hill Book Company 
331 West 41 St., New York 36, N. Y. 
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Please send me your color Prospectus on ! 
the Encyclopedia of World Art, with full |! 
details of the set and budget terms for l 
Charter Subscribers. No obligation, of 
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art director: ROBERT FABIAN 
client: I. MILLER SALON 
photographer: EVELYN HOFER 
retoucher: ARCHER AMES ASSOCIATES INC. 


Grown by us alone ‘he news-to-be. a brilliancy of blossoms embroidered on ik lady-stippers. Like walking barefoot through 
flowers! What « beautiful way to greet a silken rpr.ng! White, taupe, biack, or brown. 31.95. From a creative collection bursting 
with news... and matched by couburier handbags. This is the kind of fresh excitement you always find in full flower at | Miller 


retouching 


dye transfer, type “C” ektacolor, flexichrome and black 
& white prints, involving the use of bleaches, dyes, elec- 
tronics, chemistry and abrasives for the.sole purpose of 
insuring the most faithful reproduction of your photog- 
raphy is truly an art as produced by ARCHER AMES 
ASSOCIATES, INC., 16 E. 52 St., N. Y. 22, MU 8-3240 


Contact: Leon Appel, for your FREE copy of “Fundam- 


entals of Retouching” for Art Directors. 





what’s new 


FLASH-O-LENS BATTLEY DISC, for batte: y- 
operated or plug-in illuminated mag) i- 
fiers, introduced by E. W. Pike & Co.., i ts 
into bottom housing of 5X and 7X Fla: »- 
O-Lens models. 711 Pennsylvania A\ ., 
Elizabeth, N.J. 


HERBERT HAINES ADVERTISING estimate a 
invoice forms list 48 services and mat 
als, any or all required in creating or 5 
ducing a job. Cost is inserted in sp 3 
next to items so advertiser sees where z 
how his ad dollars will be spent. 84 § 
Bayles Ave., Port Washington, N.Y. 


VEE-CEE PAPER. A rapid high-speed v: 7 
able contrast paper with neutral bl: : 
image tone, offers full-grade greater c 
trast range, more softness on low conti s 
filters, more hardness on high conti 
filters, improved tonal separation, sp 
kle, resistance to sunlight fading, | 
developing, processing latitude — 
claimed by Ansco, Binghamton, N Y. 
Available in Glossy SW and K DW in 
standard sheet and roll sizes. 


PREMIER 4-IN-1 ENLARGING EASEL for print- 
ing 8x10s, 5x7s, 4x5s and 214x3\4s fea- 
tures magnetic positive latching, elimi- 
nating springs, providing even tension 
clamp. Magnets are of Alnico #5. Non- 
slip, non-mar rubber feet on both easel 
faces for easy movement, lifting and level 
operation. Special white focusing mate- 
rial and permanently aligned mask 
grouping assured, according to Photo 
Materials Co., New Products, 2450 Estes 
Ave., Elk Grove, IIl. 


PLASTIC SERVICES. Vacuum and pressure 
forming and blow molding services of 
Chanal Plastics Corp., 63-20 Austin St., 
Rego Park 74, N.Y., are described in 
brochure illustrating variety of designs, 
including packages. 


RELIGIOUS ART. Ektachrome and Ansco- 
chrome transparencies of religious and 
art masterpieces are listed in 58-pp. cata- 
log from Color Separation Co., Inc., 1295 
Northern Blvd., Manhasset, N.Y. Sub- 
jects include paintings destroyed during 
the war or kept incommunicado by 
owners. 


LETTERHEAD IDEAS. Concepts for 81x '1” 
full-color promotional letterheads re 
offered in Idea Letterhead Catalog, 24 
pps., from Idea Art, 30 E. 10th St., ! ew 
York 3. 
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WEUTRAL GRAY 


PHOTO-ENGRAVER 
TESTED FOR 





RETOUCHING 





Take the guess-work out of retouching! 


Gamma® Grays are accurate equivalents of photographic tonal 
values. The 6 neutral values can be modified by mixing with Gamma® 
White or shaced to match specific warm or cool tones. 

For exceptionally warm-toned photographs add Gamma® Warm 
Shader 1463 to Gamma® Grays. For cooler tones, add Gamma® Cool 
Shader 1464. 

Whether neutral, shaded or mixed with Gamma® White, Gamma® 
Grays are the retouchers’ choice for grays that reproduce with 
absolute fidelity of tone. 





It’s completely NEW 


NEW ideas 

‘NEW graphic trends 
, 

NEW illustrations 

NEW authors 

NEW scope 


NEW techniques 


in the NEW 


ADVERTISING DIRECTIONS II 





} 
/ 


MAIL this 
coupon today 
for your Advance 


Preview Copy 
of ADVERTISING 
DIRECTIONS II 


CONTENTS OF 
ADVERTISING DIRECTIONS I! 


A whole basic visual advertising 
library in one handy book! 


EDITORS: Arthur Hawkins 
Edward Gottschall 
HOW DOES IT ADD UP? 
Edward Gottschall 
THE ARTIST, THE MARKET, 
AND TOMORROW 


John P. Cunningham 
4 pag he =. SHARCH OF AN ANSWER 


Russell Lyn 
ILLUSTRATION : THE SHOCK 
— ES L - ~preeeiemenens 
a 


rry Carter 
ADVERTISING PHOTOGRAPHY 
Onofrio Paccione 
ADVERTISING TY POGRAPHY 
George Guido 
DESIGN: A MEANS OF 
CORPORATE EXPRESSION 
James K. Fogleman 
ANNUAL REPORTS: MORE THAN 
FINANCIAL STATEMENTS 
Mahlon A. Cline 
THE EMPHASIS SHIFTS IN 
MAGAZINE PAGES 


Otto Storch 
APPLIANCES: FROM ADDY TO 
NEWSY TO CREATIVE 
Walter Glenn 
TRENDS IN FINANCIAL ADVERTISING 
‘aul R. Smit! 
TRENDS IN PHARMACEUTICAL 
ADVERTISING 


Ken Lavey 
GRAND ILLUSION: COSMETIC 
ADVERTISING 
Irving Trabich 
BEER ADVERTISING: MANY HEADS, 
FEW oo 


How nee 

VISUAL. DIRECTIONS IN 

NES — 

wo K. Nelson 

RETAIL ADVERTISING: A TREND 

IS NEEDED 

Arnold Varga 

TV TODAY AND TOMORROW 
William R. Duffy 

PACKAGE DESIGN TRENDS 
Donald R. Ruther 

—t IN DIRECT MAIL 


rt Schlosser 
TRENDS IN OUTDOOR POSTERS 
Orville Sheldon 
IN ane cece oe et 
DESIG ae om ELSE 
Dawid | Fiestens 
RECORD ALBUM { DIRECTIONS 


Robert M. Jon 
FOOD ADVERTISING: FEWER RECIPES 


Rebert W. Wheeler 
MORE BRAND DISTINCTION TRENDS 
IN CIGAR —— ADVERTISING 


Robert 
LIQUOR AD VERTISING’S NEW LOOK 
Fred Widlicka 


COMPACT AGENCIES FOR 
BIG CREA ~* ITY 


George Loi: 
FASHION GOES MIDDLE VOLUME 


Gene Federico 
THE TREND IS TOWARD CONFUSION 
Elwood Whitney 
IDEAS OF THE YEAR 
Edward Gottschall 
NEW TYPEFACES 
WHAT'S NEW IN PRODUCTION 
ART BUSINESS NEWS ROUNDUP 
CLUB AND EXHIBIT DIRECTORY 
NEW BOOKS 
AUTHORS’ WHO'S WHO 
INDEX TO ADVERTISERS 
TRENDS INDEX 
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AFT DIRECTION BOOK COMPANY 
Afi iated with ART DIRECTION ...CAM REPORT 
19 Vest 44th Street, New York 36, N. Y. 


PL ASE SEND ME for 10 Day 





REE EXAMINATION 


_copies of ADVERTISING 
DIRECTIONS II 


_copies of ADVERTISING 
DIRECTIONS I 





) enclose $ 


0 Please bill me. 








STREET ADDRESS 





SAVE POSTAGE 


STATE 


Enclose payment with your order and save us bookkeeping costs and we will pay the | 


postage. Unconditional guarantee providing prompt refund if not satisfied protects you. 


YOURS FOR 10 DAY FREE EXAMINATION 
A Preview Copy of ADVERTISING DIRECTIONS Il 
which explores the NEW TREND TOWARDS GREATER SOPHISTICATION 


Due to the success of ADVERTISING 
DIRECTIONS I, we have spent the 
past months on a completely new book 
on the latest visual advertising trends 
—ADVERTISING DIRECTIONS II. 


It’s the kind of book every reader of 
ART DIRECTION will want to own. 
It brings you the analyses of the latest 
trends in creative advertising by 29 
outstanding authorities. 


Let us quote from the introduction: 


“_.. today’s big direction is towards 
more sophistication in advertising, 
today’s and tomorrow’s big chal- 
lenge is to walk the tightrope of 
creativity and sophistication with- 
out falling on the one side into 
cliches and boredom and indistinc- 
tion or on the other into misrep- 
resentation ...in this book is the 
work of many advertisers who 
have walked the rope successfully.” 


If you are one of the thousands of 
readers who bought ADVERTISING 
DIRECTIONS I, there’s no need to 
“sell” you on this new volume. It sup- 


plements the book you own and with it 
gives you a basic library. If you haven’t 
the first volume you can still get a copy 
as_described above. 


In either case, you’ll want to see the 
new book because in it you’ll find: 
29 top advertising authorities ana- 
lyzing the newest trends and pre- 
dicting where they will lead. 


Over 600 large illustrations—an 
invaluable idea file classified for 
easy reference. 


Actual case histories provide stim- 
ulating creative ideas for you. 


The stories behind many of today’s 
successful campaigns by those who 
built them. 


268 Pages, Size 8%” x 11”. 
Over 600 large illustrations. 
33 chapters by leading authorities. 


New marginal captions make it easy 
to use for reference . . . make it easy to 
find just the item you want quickly. 


Complete detailed index. 


600 IDEA STIMULATING ILLUSTRATIONS 


... with comments and descriptions. Large illustrations 
in each of the 33 sections are printed on fine paper to 
give you clear reproduction of details. Here’s an invalu- 
able idea library—indexed for quick and easy reference. 


29 OUTSTANDING AUTHORITIES 


...e@ach a greatly respected specialist in 
his field have contributed to ADVERTIS- 
ING DIRECTIONS II—all original mate- 


rial especially written for this book and 
never published anywhere else. 
@ NO ADVERTISING CONVENTION... 


Handsome and sturdy hardcover bind- 
ing. 
PRICE: $11.50 


UNCONDITIONAL 

GUARANTEE 

If not completely satisfied, return your 
copy after 10 DAYS FREE EXAMINA- 
TION and your money will be refunded 
promptly. 


A LIMITED NUMBER OF 
COPIES OF 

ADVERTISING DIRECTIONS |! 
are still available 


Written by 30 outstanding authorities and 
illustrated with over 800 reproductions—it 
is a unique idea-stimulator you’ll want in 
your library. 


In Advertising Directions I you have, lit- 
erally and figuratively, a half million dol- 
lars’ worth of talent for counseling and 
inspiration. 


Since it will not be reprinted this may be 
your LAST CHANCE to own this book— 
your last chance to have a complete library 
of Advertising Directions books. 


282 pages—attractive sturdy cloth binding 
stamped in gold - - - - - - $10.00 


no adult course for professionals...ever 
brought together a group of authorities 
like this. 
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what’s new 


TAPES & LABELS APPLICATIONS in manufac- 
turing, warehousing, shipping and sell- 
ing are discussed in 12-pp. 4-color bulle- 
tin, TB-61-15M, from Topflight Corp., 
160 E. 9th St., York, Pa. Planning Guide 
lists 14 labeling materials and 21 tapes’ 
characteristics and uses. 


TIME RATER. A table from Day-Timers, 
Allentown, Pa., rounds out hourly serv- 
ice charges to the next dollar. Estimates 
based on 1,200 productive, time-charge- 
able hours (30 weel.ly, 50 weeks). Data 
based on studies of executive meetings, 
time costs, charges in ad, PR, photog- 
raphy, printing and other fields. 


P-O-P BUYERS’ GUIDE, EXPOSURE COST CALCU- 
taTor. A Buyers Guide lists all POPAI 
producer-supplier members’ addresses, 
phone numbers, products and services. 
Slide rule calculator determines cost-per- 
thousand exposures for p-o-p signs, win- 
dow displays and merchandising mate- 
rial visible to and noticed by transient 
traffic. Also planned is calculator for in- 
store material. 


AMERICAN MARKETING SERVICES offers: (1) 
Yankee Clipper Reproduction Cartoon 
Art, 4 vols.; (2) Ad Man’s Alley Spring 
& Summer Art & Idea File, symbols, spots 
and formats; (3) Open Doors, monthly 
newsletter for salesmen; (4) How to Pro- 
mote Meeting Attendance, a manual- 
workbook; (5) Adver Log, direct mail 
catalog with over 200 pre-printed for- 
mats; (6) Basic Guide to Effective In- 
quiry Handling; (7) How to Build a 
Mailing List; (8) How to Produce an 
Effective Newsletter; (9) How to Mer- 
chandise Publication Advertising — all 
sold subject to examination. 610 New- 
bury St., Boston 15. 


FRENCH COPYING UNITS. Polyclair and 
Guillemint copying units — the Arcor 
Electronic automatic and the Polymicro 
semi-automatic—are being distributed by 
Burton Mount Corp., 2147 Jericho Turn- 
pike, New Hyde Park, N.Y. Arcor makes 
up to 500 stats, glossies and general cop- 
ies at a 6-per-minute rate; features in- 
clude exposure control, paper feeding 
and cutting, chemical processing, count- 
ing, timing, shut-off. Polymicro produces 
stats, negatives or positives in 10 seconds, 
glossy or matt-finished; glossy photos 
from contact or projection negatives in 
10 seconds; micro-film blowbacks in 20 
seconds: translucent masters for Diazo 
machines; lithoed proefs for plating. 
Both units hold 180 lines to the inch. 


1240 N. HOMAN AVE./CHICAGO 51, II -. 








hooknotes 


Pt XTOGRAPHY ANNUAL 1962. Ziff-Davis Pub- 
lis ing Co. $1.25. 


1 :is Popular Photography compilation 
fe tures color and b/w photos from the 

h NY AD Club Show. Also: a Fein- 
g sh memorial portfolio, a retrospective 

ichen exhibit, David Attie’s persist- 
er -e-of-vision technique, Toni Frisell’s 
ve satility, Ezra Stoller’s architectural 
pc spectives, Len Steckler’s “painter's ap- 
p yvach” to fashion and glamor, unpub- 
lis ed W. Eugenie Smith pictures, David 
Vi stal’s “poetic realism” shots, an inter- 
national section, and background data 
on the pictures. 


THREE REGIONS OF PRIMITIVE ART. University 
Publishers. $3.50. 


New Guinea styles (especially in sculp- 
ture), Stone-Age France’s Abri Pataud 
Venus and La Colombiere Pebble, and 
pre-Columbia culture are discussed by 
Drs. Kooijman, Movius and Kubler in 
this second lecture series of The Museum 
of Primitive Art. Movius demands pre- 
cision, not speculation, in interpretation. 
Kubler suggests that art historians utilize 
their visual understanding of styles and 
skills to develop historical sequences. 77 
pages, 42 plates. Introduction by Robert 
Goldwater, Museum director. 


TEXAS QUARTERLY “Image of Italy” Issue. 
Summer 1961. Vol. IV, No. 2. $1. 


The celebrated peninsular presents an 
“unmanageable” image, the editors con- 
fess. Awed by Italy’s bewildering diversity 
(“wherever you look, the central fact is 
variety”) , they have included articles, fic- 
tion and poetry by 24 literateurs (includ- 
ing writer-artist Carlo Levi). Russell 
Lee’s many photos capture the scene. 
Crisply designed by Kim Taylor, Advisor 
to University Publications (formerly of 
Graphis and contributor to Art Direc- 
tion). 


HORIZON. September 1961. Vol. IV, No. 1. $4.50. 
($21 per year). 


F om its Andrew Wyeth cover painting 
t. an Edward Sorel finale, the issue offers 
n iximum interest in such pieces as The 


Kennedy Look in the Arts (will it trans- 
late itself into a style or program?) ; Sicily; 
Gislebertus hoc fecit—an appraisal cf the 
master sculptor of St. Lazare Cathedral; 
Making Something New of Tradition— 
Kenzo Tange’s architectural designs; 
Come, Girls, Art Can -Be Fun—a taped 
ladies’ group talk revealing their Main 
Street taste. Other articles deal with Blen- 
heim Palace and Wyeth, his works and 
forthright philosophy. 


THE GRAPHIC WORK OF M. C. ESCHER. Duell, 
Sloan & Pearce. $6. 


First American book on this Dutch 
graphic artist shows 44 drawings that are 
eccentric, surrealistic, representational 
and macabre. A superb draftsman, he 
renders form in exciting dimensions and 
perspectives. He explains his many tech- 
niques: use of side- and end-grain wood, 
multiple employment of a block, scrape 
method in lithography, raised relief, 
planography and the “black art” of mezzo- 
tint copper-piate intaglio. 61 1014x104 
pages. A very interesting book. 


PAINTINGS IN THE ART INSTITUTE OF CHI- 
CAGO. World Publishing Co. $10. 


First complete catalog of the Institute’s 
1,300 paintings by 709 artists from the 
13th Century on: Italian, Spanish, Early 
Northern, Dutch, French, English, Im- 
pressionists & Post-Impressionists, Ameri- 
can and European-20th Century. 160 il- 
lustrations, 36 in full color—490 pages in 
all. More than a gallery guide, its his- 
torical, biographical and bibliographical 
data represent 17 years of research by 
Institute staff members. Jacket features 
Renoir’s ON THE TERRACE. 


UNDERSTANDING DEPARTMENT STORE ATTI- 
TUDES TOWARD P-o-P MATERIALS. Point-of- 
Purchase Advertising Institute. 


Lists “criteria of acceptability”: Large 
stores want nothing disrupting display 
uniformity and store decor; medium-to- 
high and low-to-high specialty stores 
rank special-purpose displays over self- 


selection, while other price-line specialty 
stores put self-selection displays first. 
Generally stores want tasteful, quality, 
reusable “utility” displays that look as 
though designed individually instead of 
mass-produced. 


THE FIRST OF THEY. Wm. Scudder & Wm. Duffy. 
Harcourt, Brace & World. $2.95. 


Deft humor that appeals to admen, this 
funbook nails the humans and situations 
that frustrate. Scudder’s comments, Mad- 
ison Ave. quips and references to nebu- 
lous characters combine artfully with 
Duffy’s drawings, typography and change- 
of-pace Bettmann Archive pix. Collabo- 
rators are both with McCann-Erickson. 
Scudder is group copy head (Westing- 
house account); Duffy, who designed the 
book, is TV Art Director. 


PERSPECTIVE OF NUDES BY BILL BRANDT. Am- 
photo. $7.95. 


Nude photography is treated with keen 
insight by the British specialist. His book 
is divided into six sections: (1) 12 indoor 
shots—conventional poses and deliberate 
distortion; (2) 16 studies in perspectives, 
closeups, mirror reflections and hand- 
superimpositions; (3) 10 diversified atti- 
tudes, imaginatively conceived; (4) 13 
seaside shots of startling contrasts and 
rare camera angles; (5) 14 studies of light 
and shadow lending new imagery to 
flesh contours; (6) 24 striking perceptive 
anatomical “meditations” in bewildering 
variety. This is Brandt’s first nude selec- 
tion. He does wonderful things with an 
old wooden camera with a wide-angled 
lens. His compositions have sculptural 
overtones. 


DICTIONARY OF MYTHOLOGY, FOLKLORE AND 
SYMBOLS. Gertrude Jobes. Scarecrow Press, 
Inc. 2 Vois. $40. 


Writers, architects, painters, sculptors, 
designers use symbols without properly 
understanding them, in efforts to rise 
above the mundane, says Researcher 
Jobes. She has a vast amount of organized, 
useful, cross-referenced information pro- 
viding insight into man’s behavior pat- 
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booknotes 


(continued) 


terns. She probes legends, customs and 
cultures, tracing origins, meanings, myth- 
ological or religious significance — “the 
dream heraldic and occult” beyond art 
and related subjects: colors, gems and 
flowers in paintings, tapestries and sculp- 
tures, for example, gestures and facial 
expressions in the dance, drama, etc. No 
illustrations. 


PICASSO. Roland Penrose. Universe Books. $1.95. 


The value of Picasso’s methods in sculp- 
ture equals his discoveries in painting. 
Penrose contends. He cites his GLAss OF 
ABSINTHE, “the only truly cubist sculp- 
ture in the round”; his wire-in-sculpture 
technique creating 3-dimensional draw- 
ings in space; his sculptural metamor- 
phoses transforming objects’ identities, 
using materials from the scrapheap to 
exploit ambiguity of form; his use of 
color to give sculptural unity new inter- 
pretations; his humor and non-conform- 
ism in varied, even contradictory, 
techniques. 80 pages of commentary, 
biography and bibliography include 32 
reproductions. 


Of Interest: 


Didot Family & Progress of Printing. Albert J. 
George. Syracuse University Press. $2.50. 


The Artist in His Studio, Alexander Liber- 
man. Viking Press. $17.50. 


How to Do Paste-Ups & Mechanicals. S. Ralph 
Maurello. Tudor Publishing Co. $7.95. 


1961 International Directory. Lists 100-plus 
members of 7 U.S.-Canadian-foreign ad 
agency networks. W. H. Long. $5. 


Award-Winning American TV Commercials of 
1960 & 1961. The American TV Commer- 
cials Festival. $20. 


Book of Original Lithographs. Artists Equity 
Assn., Chicago Chapter. $5. 


The Treasury of the Automobile. Ralph Stein. 
Golden Press, Inc. $17.50. 


The Lonely Ones. William Steig. Popular 
collection in new format. Duell, Sloan & 
Pearce, Inc. $2.50. 
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what’s new 


DRAFTETTE SKETCH KIT. Portfolio fold kit has 
a portable anodized aluminum drafting 
unit mounted in a vinyl self-locking 
binder, 3x5” or 4x6” scale and 180° por- 
tractor, 50-sheet 814x11” drawing paper 
pad and pencil. Drafting unit offers T- 
square advantages. Self-contained binder 
housing automatically locks itself. 914x 
13x14” unit weighs 114 lbs. Comes 
ready to operate. Draftee Co., P.O. Box 
794, Beverly Hills, Calif. 


TAPE APPLICATOR. Velvet Touch has one- 
handed action for rolling pressure-sensi- 
tive adhesive to desired length. Tape cuts 
itself off with slight hand twist. Appli- 
cator, refillable and re-usable, holds 14”- 
wide l-core tape—masking, vinyl, cello- 
phane, etc.—and comes in 6 colors. Velvet 
Touch Corp., Bellingham, Wash. 


ENLARGING-REDUCING HEAD for its Vertical 
18” and 24” cameras, whereby they may 
be used for making color and b/w prints 
or transparencies—enlarged, reduced or 
same size—is introduced by M.P. Good- 
kin Co. Mobile unit adds 24” to cameras’ 
height. Light is projected downward thru 
negative or transparency, image passing 
thru camera’s regular lens. It is then pro- 
jected onto copyboard, film or photo- 
graphic paper. Applications include neg- 
ative reversals, size changes, and halftone 
screen alterations for different paper 
stocks. Dept. 90P, 112 Arlington St., 
Newark 2, N.J. 


TAPE-REINFORCED INDEX HOLES. A Holm- 
berg Co. semi-automatic machine 
punches pressure-sensitive .002”-thick 
rings from polyester tape for reinforcing 
index holes of paper sheets. Material is 
either 850 or 853 “Scotch” brand poly- 
ester film tape, available in transparency 
and a variety of color, including metal- 
lized gold and silver backing. Taping 
method is first of its kind, reports Minne- 
sota Mining & Mfg. Co., St. Paul 6, Minn. 


STRINGLESS TAGS. Striped on the back with 
self-sticking adhesive, Dennison Mfg. Co. 
stringless tags cut tagging costs, also 
make it possible to tag many products 
heretofore difficult, sometimes impossi- 
ble, to tag. New wrap-around technique 
developed for p-o-p appeal of many 
items. Couponed system tags for in-plant 
production, piece-work and inventory 
control also available from this Framing- 
ham, Mass., firm. 


OFFSET TYPE CATALOG, 64 pps., from Fo 
type, Inc., reproduces 300 styles and si. « 
of sample lines. Has ideas for printi 
preparation, using proofs on transpare 
base, using opaque proofs, advantages 
preparing oversize copy, practical ty 
combinations, etc. Write 1199 Broadw 
New York 1. 


OPALITE PRINT PAPER. Dual-purpose pho 

graphic stock can be used as a posit » 
print and transparency, either color 

b/w. It has an opalescent base and 

sided bromide coating, looks like a b 

enlargement when seen in normal roc m 
light and assumes 3-dimensional eff: ct 
when illuminated in a light box; wh:n 
colored, it can be used in any light :d 
display where transparencies are norm 1l- 
ly used; standard photo colors can 2 
applied on either side. Exposed and « e- 
veloped the same way as bromide papers. 
With b/w negatives full-color transpar- 
encies can be produced overnight. In 
614x814”, 8x10”, 11x14” and 16x20” 
sizes, with more to come. Fotorite, Dept. 
O, 6422 N. Western Ave., Chicago 45. 


CATALOG & SLIDE RULE. 464-pp. illustrated 
catalog from Nobema Products Corp. 
lists artist, stationery, specialties and 
hobbycraft materials. Also available is a 
4” hardwood Jiffy Slide Rule with white 
plastic facing engine, divided engraving 
and cursor; in transparent snap-button 
case with instruction book. 141 Greene 
St., New York 12. 


QUICK BINDER & TAPES. The Tesaborder 
Edgebinder clamps to table or desk edge 
and provides a protective edging or binds 
documents together in book form. Com- 
panion product is Tesabore Tapes, 
either thread-reinforced in crinkle finish 
or plain vinyl, for binding documents, 
drawings and records. Both described in 
catalog from General Aniline & Film 
Corp.’s Ozalid Div., 518 Corliss Lane, 
Johnsou City, N.Y. Ozalid also present- 
ing Porta-Trace, fluorescent-lighted por- 
table tracing-retouching unit. 


1%-LB. LECTERN. The Karri-All, made of 
heavy cardboard finished in silver wood 
grain, converts from 17x20x3” carrying 
case with handle to a lectern for table-top 
use. Sloping surface 16” from table ‘op 
has wide lip to retain papers and auc io- 
visual aids. Charles Mayers Studios, ' 76 
Commins St., Akron 7, O. 
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films for 
club programs 


Yditor’s note: The following list of films 

nd slides is being serialized. Names and 
ldresses of distributors, explaining the 
ude letters at the end of each listing, ap- 
vared with the first installment in De- 
mber 1960, will be repeated with the 
st installment.) 


BUSSON. 2 reels. 16 & 35mri, $6 & $12 respec- 
tively. B/W. Jean Lurcat’s tapestry-weaving 
school. MMA. 

BUSSON TAPESTRIES. 15 min. $4.50. Painter 
Jean Lurcat designs a tapestry. IFB. 

E BOOK. 18 min. B/W. $3.50. The history of 
how & why books are written. EBF. 

LORS & TEXTURES IN ALCOA ALUMINUM FIN- 
ISHES. 19 min. Aluminum’s design possibilities. 
MTPS. 

LOUR IN CLAY. 15 min. $1.50. The making of 
Wedgwood pottery, plus Wedgwood Museum 
antiques. CCNY. 

CRAFTS OF THE FIRE. 10 min. $3. Making crystal- 
ware, stained glass, enamels, china, porcelain 
& ceramics. IFB. 

CRYSTAL CLEAR. 28 min. Blown, pressed-etched 
glass & table settings adapted from ancient 
art objects. A Fostoria Glass Co. film. MTPS. 

FABRICS OF THE FUTURE. $5. CFI. 

FACTS ABOUT FABRICS. 26 min. B/W. Sound. 
$1.50. Printing methods & woven-knitted dif- 
ferences. An E. |. DuPont de Nemours & Co. 
film. CCNY. 

FASHIONS IN WATCHES. 12 min. The styling of 
fine timepieces. A Taylor Jewelry Co. film. 
(Available only in Calif., lll., N.J., N.Y., 0., E. Pa. 
& Tex.) MTPS. 

FASHION MEANS BUSINESS. 17 min. B/W. Sound. 
$2.50. The ever-changing women’s fashion in- 
dustry. A March of Time film. CCNY. 

FIBRES & CIVILIZATION. 27 min. Historical events 
which led to man-made fabrics’ home-industry 
applications. A Chemstrand Corp. film. MTPS. 

FURNITURE CRAFTSMEN. 11 min. B/W. $2.50. 
Master artisans fashion custom-built furniture. 
EBF. 

THE GREAT GLASS BLOWER. 2 reels. B/W. $6. 
Elements of esthetic craftsmanship. MMA. 

THE JANUS STORY. 28 min. Modern handcrafted 
furniture & its makers. A Dunbar Furniture 
Corp. of Indiana film. MTPS. 

LIVES OF THEIR OWN. 22 min. Craftsmanship 
behind figurines & china at England’s Royal 
Doulton Potteries. A Doulton & Co. film. MTPS. 


Bauer Types 


Folio Med.Extended 


Folio Medium 
Extended Italic 


FORTUNE 


light, Bold, Extrabold 


Fortune bold italic 
BAUER BODONI 


light, Light Italic, Bold, Bold Italic 
Extrabold, Extrabold Italic, Title 


ELIZABETH 


Roman, Italic with Swash Caps 


HORIZON 


Light, Medium, Bold, Light Italic 


CARTOON 


light, Bold 


CORVINUS 


light, Light Italic, Medium, Medium Italic, Bold, Skyline 


Mruhe vd CC, rsive 


light, Bold 


FUTURA 


light, Light Italic, Book, Boos Italic, Display, 
Medium, Medium Italic, Medium Condensed, Demibold, 
Demiboid Italic, Bold, Bold Italic, Bold Condensed, Inline 


Futura Black 
Vcr ime 


Gillies Gothic 


light, Bold 





BAUER CLASSIC 
Bauer Classic Italic 
VENUS Extended 


Light, Medium, Bold, Extrabold 


VENUS regular 


light, Medium, Bold, Extrabold 


VENUS italic 


light, Medium, Bold 


VENUS condensed 


Light, Bold, Extrabold 


Fiellenic Wide 
Cantale 
Ligps 
&Hradivarius 

Jrafton Script 


LUCIAN 


light, Light Italic, Bold 


BAUER TOPIC 


Medium, Medium Italic, Bold, Bold Italic, 
ond Alternate Chorocters 


Astoria 
WEISS 


Weiss Roman, Italic with Plain & Swash Cops, 
Bold, Extrabold, Initials 


BETON 


light, Medium, Medium Condensed, 
Bold, Bold Condensed, Extrabold, Open 


Kili¢h 


BAUER ALPHABETS, INC. 


305 East 45th Street 


e« New York 17, N.Y. 


Phone: MUrray Hill 6-1761-2-3 





LOOKING THROUGH GLASS. 18 min. $3.50. How 
British glassware is machine- & hand-made. IFB. 

LOVE OF BOOKS. 11 min. $3. Art & craft of 
Britain’s book production. A B.I.S. film. CFI. 

THE MACHINE MAKER. 11 min. B/W. $2.50. Ma- 
chine’s role in a representative mass-production 
enterprise. EBF. 

MAKING BOOKS. 11 min. $2.50. Machine-human 





painting, design, TV art, 
sculpture, life drawing, 
illustration, fashion, 
cartooning, lettering, 
technical illustration, 
typography, paste-up. 


school of 


VISUAL ARTS 
209 E. 23 St.,N.Y.10 
MU 38-8397 catalog D 
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any size 
ask for new duplicate 


price list wall chart D-11 te P 
OF COMPLETE PHOTO SERVICES from art, transparencies & negatives 


: . reproduction quality or 
write, phone, wire 





brilliant display quality 


direct from artwork, 
transparencies & negatives 
ste or gt y 
color prints 
any size 
paper-base or acetate 


color slides 
any size, any mount 


from art, transparencies & negatives 





* COLOR 


fllm strips dye transter prints 
(masters - duplicates) 


color and b, & w. 


from art, transparencies & negatives 


any size 


reproduction quality or 
brilliant display quality 


* COLOR ¥* COLOR 
sees eceeeeeeeeeeese 


newll! 
for busy layout men, 
2-headed designers 
color photostats 
(6-hour service available) 
paper-base or acetate 


overhead projection 
slides 
full color, b. & w. 
diazo-color 
any mount 





The best advice 
you can give 
a young artist 


OU can help promising young 

members of your art staff ad- 
vance their development several 
years—make them more valuable 
to you almost at once—simply by 
suggesting they mail the coupon 
below. In fact, more than one out 
of five Famous Artists Schools 
students were working artists be- 
fore they enrolled—many of them 
recommended to us by leading 
art executives. Why not suggest, 
today, to one of your talented 
hopefuls that he send for the 
free information offered below? 


AN INNOVATION IN 


COLORS 


FOR PROFESSIONAL 
ARTISTS 


With Liquitex, the 
designer and illustrator 
can achieve effects—and speed 
of handling—not obtainable with 
any other colors or media. 
Liquitex Colors are EXCEPTIONALLY 
BRILLIANT—almost luminous—used 
as either opaques or transparent glazes. 
Use them on any surface, even on plastics, 
with no advance ground preparation. 
They dry quickly and are IMMEDIATELY 
WATERPROOF. The work needs no special 
surface treatment to protect it from handling. 
Liquitex Colors thin with water or with 
Liquitex Medium. NO NEW TECHNICS need be 
learned but whole new fields may 





Norman Rockwell 
Jon Whitcomb 
Stevan Dohanos 
Harold Von Schmidt 
Peter Helck 
Fred Ludekens 
Al Parker 
Ben Stahl 
Robert Fawcett 
Austin Briggs 
Dong Kingman 
Albert Dorne 


information about the courses you offer. 


FAMOUS ARTISTS SCHOOLS 
Studio 5499, Westport, Conn 
Send me, without obligation, | 


Age 


.. em ... 
State .. 





be explored through the great 


versatility of Liquitex. 


FOR FREE TECHNICAL BOOKLET, 
COLOR CARD AND PRICE LIST, WRITE: 


PERMANENT PIGMENTS, INC. 
2706 HIGHLAND AVENUE 
CINCINNATI 12, OHIO 


pe lunanent paginc rite 
4 se 
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LATEST FROM LINOTYPE 


ABCDEF 123456 
GHIJKL 7890$ 
MNOPQR 123456 
STUVWxX 7890£ 


YZ&AE J *tia§ 
You are reading 14 point Linotype Primer, latest 


and largest size in this all-purpose Linotype series. 
Primer’s growing popularity has led us to cut this 
new size and reduce the price on 6, 8, 9 and 10 point 
matrices. In the short period since its creation, Prim- 
er has become known as an effective, no nonsense 
text-face in business printing, book work and adver- 
tising. As the name implies, Primer is intended for 
use wherever text-book clarity and dignity are essen- 
tial. Recently a major American publisher tested 
more than forty types to determine which best with- 
stood the rigors of rubber plate printing. Linotype 
Primer was found the clearest. We are not surprised. 
Dissatisfied with existing textbook faces, we cut 
Primer to be plain and clear and to remain so under 
all conditions. For a specimen write Mergenthaler 
Linotype Company, 29 Ryerson St, Brooklyn 5, N Y. 
abcdefg ABCDEF 
hijklmn GHIJKL 
opqrstu MNOPQR 
VWxyZe STUVWX 
oe fi fl ff ffi ffl YZ&EE 


PRIMER LARGE & CLEAR 
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Compare the broken bette: 
and heavy type of (A 
enlarged from proot wit 


inside i nsidg 


why you 
should consider 


rapid 

brightype 

film conversions 
for your 
production and 
reproduction work 


For the complete story of Rapid Brightype Conversions ask 
us to send you this new brochure. Rapid Typographers Inc., 
305 East 46th Street, New York 17, MUrray Hill 8-2445. 
Other services: typography / proofs on acetate in color/ 
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stik-back proofs/rapidflexing/film lettering/rapidstats 














WHO ARE THE COMIC JOHNSTONE & CUSHING 
STRIP AND CARTOON * 137 &. 57 ST, N.Y.C. 
SPECIALISTS ? 6 PL-3-5770 




















technology in mass book production. IFB. 

THE MAKING OF FINE CHINA. 20 min. Desig), 
molding, firing, decorating & burnishing. 4 
Lenox, Inc., film. MTPS. 

METAL CRAFT. 11 min. $3. Design, shaping % 
chasing of a pewter bowl jewel box & a 
candlestick. IFB. 

MUSEUM OF SCIENCE & INDUSTRY. 20 min. $ |. 
Man’s inventive use of raw materials—a Chica 0 
industrial art exhibit. IFB. 

THE POTTER. 13 min. $6. Otto Heine shap: ;, 
glazes, fires & displays clay articles. IFB. 

THE POTTER. 13 min. $4.50. The craftsman tt 
work, his use of wheel & methods of developi g 
originality & variety. USC. 

POTTERY FROM THE WHEEL. 15 min. $4.50. US( 

POTTERY MAKING. 11 min. B/W. $2.50. 4 differe it 
methods explained. EBF. 

SILVERSMITH. 35 min. Silent. $4. Making a spc in 
& bowl. IFB. 

THE WOODWORKER. 11 min. $2.50. Furniture, nr: |I 
work & pattern making. IFB. 

WOODWORKING. 11 min. B/W. $2.50. Using ba: ic 
woodworking tools. EBF. 

PACKAGING 

ALUMINUM PACKAGING. RM. 

BEST CORRUGATED BOXES & PRODUCTS DESIGNED 
FOR THE FUTURE. 30 min. 35mm. FBA. 

BETTER LABELS. 11 min. Layout of can labels. NCA. 

COLOR. IPI. 

DESIGNS IN MARKET SPACE. A Container Corp. of 
America, Display Division, film. CCA. 

THE FOURTH MAN. 15 min. Beer can merchan- 
dising. CC. 

FROM PINE TO MULTIWALL SACKS. HPP. 

FROZEN FOODS. SS. 

THE GROCER & THE CANNY DRAGON. 12 min. Super- 
market merchandising. CC. 

HIGH SPEED LABELING & PONY LABELING. NJM. 

THE IMPULSE PAYOFF. DP. 

THE MAGIC BOX. The paper carton & the packaging 
revolution, from cracker barrel to current 
streamlined packaging. A Folding Paper Box 
Assn. film. MTPS. 

THE MIRACLE OF THE CAN. AC. 

PACKAGING PAYOFF. 26 min. Manufacture & appli- 
cation of aluminum foil labels. RM. 

PACKAGING. 10 min. B/W. Silent. $3. Old vs. new 
methods. NYU. 

PAPERBOARD PACKAGING. 32 min. Manufacture of 
paperboard & cartons. CPC. 

PASSING IN REVIEW. BBB. 

PORTRAIT IN PLASTIC. 24 min. ECP. 

PRIZE PACKAGE. CB. 

PROFIT PACKAGING WITH BOXMASTER. 18 min. 
The story of packaging machinery. USMC. 
THE ROLE OF PACKAGING IN MARKETING. 20 min. 
Filmstrip with disc. The story of folding car- 

tons. FPBA. 

RULE 41 & GLASS FILMS. Ol. 

SPLIT SECOND SELLING. DP. 

THE STORY OF PACKAGING. 17 min. An acco at 
of packaging’s growth. CC. 








Announcing re Mew 


PROTYPE 816 


lle original practical low cost PHOTOGRAPHIC TYPESETTING SYSTEM 


* SIMPLE, EASIEST TO USE—Any office employee can set beautiful clear black type with the 
New PROTYPE 816, which has eight Basic Patents. 


SK 25,000 TYPE SIZES AND STYLES—Never a type and hand lettering selection like Profonts. 
All sizes from 6 point to 90 point. 


Ké NO EXPENSIVE CAMERA—You need no camera and no darkroom. Protype 816 
operates in ordinary room light. 


oe NOTHING COMPLICATED —The New Protype 816 is a simple and rugged tool! Has no belts, 
gears or motors to wear out. Practically no maintenance required. 


; . *K LOWEST COST TYPOGRAPHY—The Improved Protype 816 produces quality lettering 
and type at a low cost unmatched by any other method. 


Ke CUTS PASTE-UP TIME—No trimming and laborious pasting of tiny 
ae strips of type. Now set the whole job in one piece 
PS on a sheet as wide as 17 inches! 

= * NO WAITING—NO SENDING OUT—Do it all—right in 
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GET THE FACTS \ your own office or shop. Ideal, fast and thrifty for 


4 





/ SAVE LETTERING AND ony “i | 
\, TYPE, TIME AND MONEY oun in-plant print shops, letter shops, offset plants. 
"“. Mail the coupon! ? 4 


Send me complete details about how PROTYPE type 
composition can save us time and money and set 
sharp, clear type of any size and face. 





DAVIDSON CORPORATION 
29 Ryerson Street, Brooklyn 5, New York 


Name 
Title 











Company Name 


PROF DE Graphics sonnee 


DIVISION OF ELECTROGRAPHIC CORPORATION 
305 East 45th Street, New York 17, N.Y. 








State 
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Now you can take it with you! With the new Speedball Auto-Feed you can letter anytime, F 
anywhere with uninterrupted speed and precision. Clips in your pocket like a fountain pen! F 
Adapts for any Speedball point! Ends time-wasting dip! 


NEW 
SPEEDBALL 
AUTO-FEED* . 


PEN 
Ls LIKE A FOUNTAIN 
FIL 


PUSHBUTTON 
FEED 


C. HOWARD HUNT PEN CO. 
CAMDEN 1, N. J. 


Guaranteed 
* Pat. Applied For 


FOR 
SPEEDBALL 
PEN 


we 


C-6 @ TEXT BOOK 











COLOR... 


exactly to your specifications. 


We have a beautiful, new, exciting port- 
folio of Dye Transfer Prints showing 
what really can be done today in a 
modern color laboratory. Call or write, 
we'll be happy to show it to you, at no 
obligation 


PETERSON COLOR LABS 
10 East 39th Street 
New York 16, N. Y. 

OR 9-7360 


SERVING ADVERTISING AGENCIES, ADVERTISING for COMMERCIAL ART, MECHANICALS, RETOUCHING, 
DEPARTMENTS, PUBLICATIONS ALL OVER THE AIR BRUSHING, SILHOUETTING, OPAQUING, LETTERING, 
COUNTRY SINCE 1948. CORRECTIONS . . . it’s SMOOTHER, WHITER, FASTER! 














TALENS & SON, INC., UNION, N. J. 

















Have you got the time 
to keep up with 
all the faces available? 


~ 


+ 


Perhaps you can’t keep up with all the new faces available. At Franklin, we can and do. New or old 


doesn’t make any difference to us. What counts is our ability to provide you with the face you want, 


quickly, easily, when you need it. Is the new “Watchamacallit Bold” just the face you want for that 


new layout? Don’t waste time groping for the name. Don’t use a “second choice” face; call us. 


FRANKLIN TYPOGRAPHERS / 225 WEST 39th STREET / NEW YORK 18, NEW YORK / PE 6-4708 














be 


Comp -stat 


WARD COLOR SERVICE 


INC. 





Rich Art 
4; ee 


TEMPERA 


Rich Art Color Company 
NEW YORK 10, N.Y. 


SPECIAL BARGAINS 
in ART MATERIALS 
and ART BOOKS 


“Friem’s Four Pages,” 


‘our interesting art 
newsletter . .. 
FREE on request. 


A.I. FRIEDMAN INC. 


, QUALITY ART MATERIALS 
25 West 45 St., NewYork 36 


Cl 5-6600 

















iM NEVER 
WITHOUT 
MY 


ACROLITE 
FIXATIVE 


cooper 


CLEVELAND 3, OHIO 





SULPHATE KRAFT. IP. 

WATCH YOUR STEP. DP. 

PAPER 

ACCURACY BY THE CARLOAD. 18 min. Precis »n. 
trimmed stock by lift, ton & carload thro gh 
hydraulic cutter-trimmers. HS. 

BLACK & WHITE. 11 min. $2.50. The paper mi 1w- 
facturing process. EBF. 

DEEP ROOTS. 39 min. Forestry & tree-forest « in. 
servation. A Champion Paper & Fibre Co. { m. 
MTPS. 

50,000 WINDOWS. 25 min. Manufacturing & « /e- 
ing spun paper & bags. BBB. 

FROM PINES TO PAPER. 45 min. Manufactur: of 
paper, bags & tape. A Hudson Pulp & Pz ver 
Corp. film. PP. 

FROM TREES TO LUMBER. 12% min. B/W. P 54 
ucts basic to newsprint. AFPI. 

FROM TREES TO PAPER. 124% min. B/W. he 
making of newsprint. AFPI. 

GREAT WHITE TRACKWAY. 27 min. $1.50. Hm. 
mermill Paper Co.’s story of a mill's product on. 
MTPS. 

IN BLACK & WHITE. 20 min. B/W. $1.50. “he 
struggle to maintain production of paper as the 
medium of the printed word. SD. 

MANUSCRIPTS. 10 min. $4. Dr. Frank C. Baxter 
describes the use of parchment & vellum, the 
Scriptorium technique & the role of “illumi- 
nated” printing in preserving the thoughts of 
man. (The Milestones in Writing series). Pro- 
duced by the Dept. of Cinema, University of 
Southern California. CFD. 

THE MIRACLE OF PAPER. 21 min. The Glatfelter 
mill’s manufacturing process. PHG. 

NEWSPRINT. 25 min. Its manufacture & process- 
ing. NFBC. 

PACEMAKER OF PROGRESS. 26 min. History of 
paper making. BBB. 

PAPER. FCHS. 

PAPER. 10 min. $4. Dr. Frank C. Baxter demon- 
strates the ancients’ paper-making process. (The 
Milestones in Writing series). Produced by the 
Dept. of Cinema, University of Southern Cali- 
fornia. CFD. 

PAPER (THE GIFT OF TS’Al LUN). 28 min. B/W. 
History of paper-making. A Hammermill Paper 
Co. film. MTPS. 

PAPER & PULP MAKING. 1 reel. B/W or color. The 
technology of wood conversion into pulp & 
paper. A Coronet production. CF. 

PAPER FROM CHINA. 29 min. B/W. $4.75. Paper- 
making’s beginning and spread; materials & 
tools used in paper manufacture; how ancient 
Chinese made paper & paper's progress from 
China to Germany—a discussion by Dr. Frank C. 
Baxter. (The Written Word series). Produced by 
the Dept. of Cinema, University of Southern 
California. IU. 

PAPER IN THE MAKING. 24 min. Its manufac:ure, 
start to finish. An International Paper Co. ‘ilm. 
MTPS. 


(continued in a future issue) 
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H NDBOOK OF EARLY AMERICAN 
A VERTISING ART 


b) C. P. Hornung 


largest, most comprehensive, most useful collec- 
in perpetual use by thqusands of agencies, per- 
cals, mewspapers, TV studios, stores (Time, Life, 
Yorker, Macy’s, CBS, R.H. Donnelley etc.) for 
is Suggesting quaintness, period effects, or 
ily eye-catchiness. So rich that we can only sug- 
its contents. Vol. |, Pictorial, contains over 
0 line cuts: hands, eagles, mortised cuts, trade 
u , industrial scenes, dozens of other categories. 
2, Typographical, over 4,000 specimens: 
abets, ornamental initials, scrolls, 
pecimens, from 10 pt to 300. “Remarkably high 
dards, ” British Printer. “Full of — art and 
,” DMAA Newsletter. Vol. 1, 292pp ve 00. 
"2, 318pp. $10.00. 3rd enla arged ed. “9 12. 
Clothbound. 2 volume set, cloth, only $18.56 


CALLIGRAPHY 
by J. G. Schwandner 


First published in Vienna in 1756, this has long 
pees considered the . h point of continental cal- 
He ang 2B as well as abulously rare book. (Copies 
bring from $300 on « on the rare book market.) it 
contains, at the ba J highest quality-level, 12 com- 
ete of initials (florid, flour- 
{shed, shaded, fine " seript—some 12” high!) 200 
flourishes, borders, overdrops, 150 very ornate 
frames, cartouches, 75 calligraphic pictures, stags, 
foliated lions, birds, crowns, cherubs—all the height 
of grace—and calligra hic ornaments. Fine 
for suggesting richness, luxuriance as well as tra- 
dition and quality. “Most significant for the entire 
world of graphic arts, remarkable how modern it is,”’ 
Graphik. “Have a true flavor, attractive to all com- 
mercial artists," Le courier graphique. 158 full- 

page pilates. 9 x 1342. Study cloth. 
Clothbound $10.00 





DECORATIVE ALPHABETS AND INITIALS 
selected by Alexander Nesbitt 


More than 3,900 ornamental ee payee 91 
complete al phabets -i in every conceivable decorative 
style: Old fish, Anglo-Saxon, other ae. Ren- 
aissance ‘faces, Direr, Holbein, Cresci, ba- 
early 19th century, Victorian’ ed 

sect Ames, Rossing, etc. Much 


Nesbitt of 

clear oA sources. Do this 

with junk collections of ssnovelty faces; this is 
the cream of 1500 years of lettering and printing, 
all beautiful, ._ “Fine collection for art 


ee. “ re and ee me 


worth price, v 
Graphik. 123 plates. 1 7% x 10%. 
“pe a rbound $2.25 


Remarkable values! Dover copyright-free 
sourcebooks for art directors, artists! 


THE UNIVERSAL PENMAN 
by George Bickham 


This is the great treasury of 18th century English 
roundhand, first published in 1743. ins 
212 full-page plates—all crystal clear, 
from an exceptionally fine original—with 
20 complete alphabets, over 2,000 calligraphic 
flourishes, and 122 line illustrations, drawn with a 
stylistic decor impossible to describe. Rich in calli- 
—- fish, birds, heads, angels, etc. 
rt of the use-library of any com- 
material Eg quality, 
antiquity, tradition, permanence. of the calli- 
Repnic material that you see in ads is from Bickham. 
“Valuable addition to art directors’ swipe files,” 
Ad. Age. “Very welcome, sumptuous ‘ypography, ' 
Graohis. “A gutens mine for the reo ad- 
ver‘ising man,”’ Print. 212 pilates. 9 x an st 
cloth binding. Clo’ ind Stoo 


books in } = ad are in the Dover a 2 of 
-free — and motif books for 
=> =. _ idual illustrations may be wed 
out permission, payment, or credit lines. You 
ge’ full permissions when you buy the book. 


STYLES OF ORNAMENT 
by Alexander Speltz 


The om collection of line objects: over 3,765 
iMustrations of prehistoric, Lombard, oe Ro- 
manesque, Islamic, Renaissance, Bari jOcoco, 
Romantic, Sheraton, Empire, colonial, Victorian, ori- 
ental objects: chairs, furniture, weapons, armor, 
gargoyles, jewelry and ornament, tapestries, tries, pillars, 
crowns, religious objects, 
jects etc. If you are looking for an iltestretion of 
3 — a object, here is where ne are most likely 
400 plates. 656pp. 55%. x 8%. 
Paperbound $2.25 


nm ee eS eS Se — | = eS = = 
180 Varick St., N.Y. 


Dept. 373, Dover Publications, Inc. 
Please send me the foliowing books: 


in full payment. (Please 
tage and handling charges 


Ais 


HANDBOOK OF PLANT AND 
FLORAL ORNAMENT 


by R. G. Hatton 


More than 1,200 line drawings of flowering or fruit- 
ing plants, in many different styles; derived from 
ulously rare 16th and 17th century herbals. Wood- 
cuts, copperplates of shrubs, trees, wildflowers, gar- 
den’ flowers, industrial, medicinal, food plants, 
Unusual, truly — eye-catching | — 
dealing with medicin of other 
areas. Full text on on of floral ilustration (Used 
to sell for $35 on rarebook market.) 548pp. 64% x 
9%. Paperbound $2.98 


GUARANTEE: Satisfaction unconditionally oy press. 
All books returnable within 20 days for 
No questions asked. 














Netson-WHiITEHEAD Paper CORPORATION, 
known for the largest selection of 
fine imported and domestic papers 


for the graphic 


also ni. 


commercial 
J papers 
) at all price 
levels from 
America’s leading mills. 


NW 


nelson-whitehead paper corporation 


7 Laight Street, New York 13, N. Y. / worth 6-2300 
DEPT. ADN-61 
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CALL THE MAN FROM : 
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MARQUARDT 153 SPRING STREET, NEW YORK 12. Chnal 64562 © 





She fixes herself comfortably in the chair. 
She flips through a few pages and delicately smothers a ladylik« 
yawn. 

Ever Wa tch The picture for a story catches her eye, and she pauses an insta: 
or two to speculate idly whether Mr. Tall-Dark-and-Handsom - 
did—or he didn’t. 


a Woman Slap. Flip. Flip. Slap. More pages wander by. 


Then it happens. 


lea throu h This woman is wide awake and vibrating. She sees something th 
4 buzzes her acquisitive sense. 
e 


She sees a product her man would like to eat, her kids wou 


a Mag: azine? Sevier would love to have, her face or figu = 


She sees an ad that grabs her. You can almost feel the short hai 
on the back of her neck quiver with buying desire. 

* * * 
Sure, that kind of wake-up ad has a product, and an idea in | 
But ten to one it’s physically strong and attractive, too. 


In these competitive days, why send a good product out ini 
the selling world without a strong, vigorous, right type dress 
Especially since it costs no more. 

Your nearest ATA member is a type specialist. He knows fac: 
and has them. He understands selling problems and helps sol\ « 
them. His craftsmen love their work—and it shows. 

He does it better and sooner. You save two ways: 
typographical efficiency and stronger sales response. 


Call him—this time ! 


It pays to set type right 
ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, Inc. 











Is booknotes You can develop thousands 


she of exciting picture ideas by 


ADVERTISING DIRECTIONS 2—Trends in Visual 


Advertising. Arthur Hawkins & Edword Gon-| USING Halsman’s creative 
techniques... 


your 


type? 


if you want to appeal to her 
call the nearest member of 
he Advertising Typographers 


schall. Art Directions Book Co. $11.50. 


Twenty-eight pros examine sophistica- 
tion and other advertising-graphic arts- 
production trends. 260 pages contain ob- 


Association of America 


EXECUTIVE OFFICES: 

461 Eighth Ave., New York 1, N. Y. 
AKRON, OHIO 

The Akron Typesetting Co. 
ATLANTA, GEORGIA 
Higgins-McArthur Company 
BALTIMORE, MARYLAND 

The Maran Printing Co. 

BOSTON, MASSACHUSETTS 
The Berkeley Press 

Machine Composition Co. 

H. G. McMennamin 

CHICAGO, ILLINOIS 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, OHIO 

The J. W. Ford Company 
CLEVELAND, OHIO 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, OHIO 

Yaeger Typesetting Co., Inc. 
DALLAS, TEXAS 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, OHIO 

Dayton Typographic Service 
DENVER, COLORADO 

The A. B. Hirschfeld Press 
Hoflund-Schmidt Typographic Service 
DETROIT, MICHIGAN 
Arnold-Powers, Inc. 

The Thos. P. Henry Company 
George Willens & Company 
INDIANAPOLIS, INDIANA 

The Typographic Service Co., inc. 
KALAMAZOO, MICHIGAN 
Mahoney Typographers, Inc. 

LOS ANGELES, CALIFORNIA 
Adtype Service Co., Inc. 
Advertisers Composition Company 
Bisch Type, Inc. 

Nicholas-Preston Company 
MILWAUKEE, WISCONSIN 
Arrow Press, Inc. 

MINNEAPOLIS, MINNESOTA 
Dahi & Curry, Inc. 

Duragraph inc. 

NEWARK, NEW JERSEY 

Barton Press 

William Patrick Co., Inc. 

NEW YORK, NEW YORK 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 

Diamant Typographic Service, Inc. 
Huxley House Ltd. 

King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company, Inc. 

Chris Olsen Typography, Inc. 
Frederic Nelson Phillips. Inc. 
Philmac Typographers, Inc. 

Royal Typographers, inc. 
Frederick W. Schmidt, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-A rts Press, Inc. 

Typographic Craftsmen, Inc. 

The Typographic Service Co. 

Kurt H. Volk, Inc. 
PHILADELPHIA, PENNSYLVANIA 
Walter T. Armstrong, Inc. 

Alfred J. Jordan, inc. 

Progressive Composition Company 
Typographic Service, Inc. 
PITTSBURGH, PENNSYLVANIA 
Davis & Warde, Inc. 
PORTLAND, OREGON 
Paul O. Giesey, Adcrafters, Inc. 
ROCHESTER, NEW YORK 
Roch Monotype C ition Company 





ST. LOUIS, MISSOURI 
Warwick Typographers, Inc. 
SAN FRANCISCO, CALIFORNIA 
Griffin Brothers, Inc. 

TORONTO, CANADA 

Cooper & Beatty, Limited 





servations, expert advice and 600 illus- 
trations. Something in it for visual pro- 
fessionals, whatever title or function: 
ADs, artists, photographers, studios, AEs, 
creative directors, copywriters, agency 
execs generally, ad managers and produc- 
tion staffs. Management, too, will find 
this an informative, constructive book on 
visual communications. 

Topics and discussion specialists are 
wide-ranged: Artist’s vital role in our 
economy (Cunningham); social-art-taste 
critics’ views on advertising (Lynes); 
illustration (Carter); photography (Pac- 
cione); typography (Guido); corporate 
design (Fogleman); annual reports 
(Cline); magazines (Storch, Cadge, Bow- 
man, Paul, Hurlburt, Page, Benton, 
Greenberg, Wolf); appliances (Glenn); 
financial (Smith); pharmaceutical 
(Lavey); cosmetics (Trabich); beer 
(Munce); airlines (Nelson); retailing 
(Varga); TV (Duffy); packaging 
(Ruther); direct mail (Schlosser); out- 
door (Sheldon); p-o-p (Flasterstein); al- 
bums (Jones); fashion (Federico); food 
(Wheeler); cigarettes (West); liquor 
(Widlicka); cars (Lois) and communi- 
cations (Whitney). 

Reference sections include the stimu- 


, lating Ideas of the Year by Art Direction 


editor Ed Gottschall, the what’s new in 
typefaces and production pieces—also an 
art business news roundup, new books 
list, club-exhibit directory and index. 
Giusti jacket design. Book design by co- 
editor Arthur Hawkins. 


TYPOGRAPHICA 3. June 1961. Lund Humphries. 
London. $2.25. 


Articles, illustrations and printing con- 
tinue the high standards in the British 
publication. Ken Garland discusses cur- 
rent Swiss phototype designs and sees 
such integration as the graphic designer’s 
chief function. Richard Hamilton exam- 
ines Diter Rot’s experimental books, 
saying his is “an evidently typographic 
mind ordering type into a poetry.” Edi- 
tor Herbert Spencer praises Alcopley’s 
“handwriting without words” drawings. 
Camilla Gray recalls the ’20s and experi- 
mental photography of Man Ray, El 
Lissitzky, Klutsis, Rodchenko, Prampo- 
lini, Moholy-Nagy and others. 





d Small on the creation of 
photographic ideas 

pase HALSMAN is one of the most original 
photographers of our time. Based on his 
years of experience, Halsman has worked out 
six ways to come up with fresh, new photo- 
graphic ideas almost at will. Each rule (and the 
thought processes behind it) is explained in 
absorbing detail in his new book, HALSMAN 
ON THE CREATION OF PHOTOGRAPHIC 
IDEAS. From it, you'll learn how you can use 
these same simple methods of idea-stimulation 
—and how you can do it day after day, time 
after time, without waiting for “brainstorms”! 

He'll show you how to get a more dramatic 
camera angle...how to choose an unusual set- 
ting for your subject... . how to capture action at 
its most gripping, most meaningful moment. 
You'll learn how an easy—but rarely used — 
technique can help you create mood-pictures 
that run the gamut of tragedy and elation, ten- 
derness and humor. This book is more than 
just a practical text. It is also a fabulous picture 
book lavishly illustrated with many of the 
author’s most famous photographs! 

EXAMINE FREE FOR 7 DAYS 
Mail the coupon below for a 7 day free trial 
examination copy of this new book. Send no 
money now. You must be convinced that it will 
quickly put you on the road to more appealing, 
more exciting pictures, or return it—and that 
will end the matter. Otherwise you need remit 
the low price of only $3.50 plus postage and 
handling. But mail the free trial coupon today— 
there’s no risk or obligation. 
--------------- MAIL COUPON NOW - -- 
ZIFF-DAVIS PUBLISHING CO., Dept. 8001 
P.O. Box 1187, Brooklyn 1, N.Y. 

Please send me HALSMAN ON THE CREA- 
TION OF PHOTOGRAPHIC IDEAS by Philippe 
Halsman, for a 7-day free trial examination. If not 
completely satisfied I can return the book within 7 
days and pay nothing, owe nothing. Otherwise I 
will remit only $3.50 plus postage and handling. 


PRINT NAME 


CITY, ZONE, STATE 

0 SAVE MONEY! Send $3.50 check or money ates aan 
coupon. now, and we pay all shipping charges. Sam 

—— and prompt refund guaranteed. (N.Y.C. Seallionts 
add sales tax.) 
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A smart director is the art di- 
rector who gets more credit 
than most for being a top man 
in his profession. 


He is a proud artist, an ex- 
acting craftsman. 


He is an expert critic of pho- 
tography. 


His photo assignments go only 
to men of proven talent, skill, 
and experience. 


He is the kind of perfectionist 
we are accustomed to work- 
ing with. 

He may be you. 


Anyone for better photog- 
raphy? 


HOEBERMANN 
STUDIOS 


MU 7-O006 


N.Y. C. 








WAX-FREE 


booknotes 


HORIZON, July 1961. (Vol. Ill, No. 6). $4.50. 
$21 per year. American Heritage Publishing Co. 
Rich in art (from a Guardi front cover 
and Rajput frontispiece to paintings by 
Shalom, of Palestine), this issue repro- 
duces paintings of Van Dyck, Montegna, 
Titian, Giorgione and Raphael and a 
Goya etching. Provincetown is illustrated 
(mostly by Cameraman Arnold New- 
man), with emphasis on its Left Bank. 
Lou Myers presents a PHILOSOPHICAL 
PRIMER. Stephen White criticizes Rosser 
Reeves’ REALITY IN ADVERTISING. Robert 
Crowley discusses Peter Blume’s TAsso’s 
OAK. In THE CITY IN HIsTORY, Lewis Mum- 
ford analyzed suburban patterns. 


CHADWICK. Dr. J. P. Hodin. Universe Books. 
$1.95. 


Originally an architectural draftsman, 
who moved to graphics, then to furniture 
design, and finally to mobiles, stabiles 
and semi-mobiles, which he calls “bal- 
anced sculpture,” Lynn Chadwick's work 
reflects our machine-age civilization and 
the Darwinian concept in that his crea- 
tions are half animal, half man, showing 
evolution of life from lower to higher 
animal forms, as well as primitive man’s 
mysticism and symbolism. There are 32 
page illustrations of Chadwick sculptures, 
a biography, bibliography, lists of ex- 
hibits and works in public collections— 
88 pps. altogether. 


ARP. Michel Seuphor. Universe Books. $1.95. 


76 pages of pictures and comment. For 
40 years Poet-Sculptor Jean (Hans) Arp 
was considered “‘a sort of artistic joker.” 
Now “the weight of his lifework has 
gradually tipped the balance of values” 
and he is recognized as possessing a 
highly personal style. Seuphor praises 
his qualities of surprise, sobriety, imag- 
ination, inventiveness, humor and poetry. 
$2 Arp works are shown. 


Photostats - photo murals - blowups 
acetates + color transfers - electroprints 


: 3 
UILDING 
i | A rising structure or 
growing business 
must have a 
dependable 
foundation. Like his 
type house and 
engraver, a superior 
stat house functions 
in this area with 
professional 
competence, enabling 
your art department 
to concentrate on 
Creative problems. 
See for yourself 
how our top quality 
| Sas ae aut gue 
, 3 sales and j 
i ] elesi 
3 jent, nearby 1} to serve you 


15 EAST 48th ST. * 280 MADISON AVE. * 111 WEST 57th ST. 
Plaza 2-0860 * MUrray Hill 9-8332 © Circle 7-4208 








Artists 


Since 1868 


Drafting Supplies * Picture Framing 


3 STORES IN NEW YORK 
CONVENIENTLY LOCATED 
TO SERVE YOU 
PROMPTLY AND EFFICIENTLY 


2 Stores in the Grand Central Area 
40 East 43rd Street / MUrray Hill 2-2820 
363 Lexington Avenue / TN 7-0220 
57th Street Area 
140 West 57th Street / Circle 7-6608 


TRANSFER TRACING 


© ERASES LIKE PENCIL 


GRAPHITE—for dark on light surfaces 
YELLOW—for light on dark surfaces 
WHITE—also for light on dark surfaces 
BLUE—for mechanicals (non-photographic) 
RED—for glossy surfaces (acetate, photos, glass) 


In Philadelphia 
Henry H. Taws, Inc. 
1527 Walnut Street / LOcust 3-8742 
VISIT OUR STORES 
FOR A COMPLETE 


ASSORTMENT OF 
ARTISTS MATERIALS 


Distributors of All Famous Brands 


RICHIER. Jean Cassou. Universe Books. $1.95. 





Germain Richier’s sculptures evoke “old 
fables, freaks and extravaganzas of na- 
Introductory Pack, 1 sheet each color (82x12) ture,” observes Cassou. This 80-pp. biog- 
dinecih Gale tes to tela ae raphy and commentary on her work 
if your dealer cannot supply, send check or shows 32 of her “ambiguous curves”— 
money order to bat men, cock women, hybrid beings, 

wherein geometry sways the structural 
complex, but “our ordinary measurings 
have no business here.” 

















E.H. & A. C. FRIEDRICHS CR 














Designers and artists thinking and working together... serving advertisers 
by supplying diversified creative concepts...in the interest of arriving at 


the best ideas! MCNAMARA BROTHERS, INC. 


38th Floor Penobscot Bldg. / Detroit 26, Michigan / Telephone: 961-9188 


IDCaHOUSC 


where tdeas are unlimited! 



































The designer of 2 
ATF region mgr. popular American 

Type Founders 
script faces, Murray Hill and Murray 
Hill Bold, has been appointed eastern 
regional manager of the type division, 
ATF. He will supervise sales of 18 
authorized dealers for New England to 
Michigan to Florida and Alabama. 
Klumpp designed many faces for vari- 
ous photographic lettering processes, 
is an author and lecturer on type and 
lettering, holds many graphic art 
awards. 


Klumpp named 


Type clinic sponsored 

by Typographic Service Co. 

{ series of 14 evening clinics is being 
sponsored in New York in the con- 
ference room of the Typographic Serv- 
ice Co., 305 E. 45 St., 6:50 to 8:45 
through Dec. 15. A second session will 
be held starting in January 1962. Ap- 


plications may be made only for the 
second session as the first has been fully 
enrolled. 

Authorities in the field and their sub- 
jects are: Jan van der Ploeg, American 
Type Founders, “Foundry Type”; Paul 
A. Bennett, Mergenthaler Linotype, 
“Linotype”; Hans Schneider, Lanston 
Monotype, “Monotype’”’. Joseph Pardoll, 
BBDO, “Casting and Specification”; 
Barney Ryan, general mgr. Typographic 
Service, “Costs and Author’s Altera- 
tions”; Freeman Craw, AD/vp Tri-Arts 
Press, “Design and Type Faces”; Aaron 
Burns, president Graphic Arts Typo- 
graphers, “Layout and Typography”; 
Edward M. Gottschall, editor Art Direc- 
tion, “Directions in Typography”; Terry 
Appenzelier, former president Proof- 
readers Club of New York, “Proofread- 
ing and Typography”. 

Five classes on “good and bad in 
typography” using slides, movies and 
exhibits, will be conducted by agency 
type directors Frank E. Powers, JWT; 
Klaus F. Schmidt, Y&R; Joseph S. 
Armellino, BBDO; William L. Sekuler, 
B&B; Milton K. Zudeck, McCann-Erick- 
son. 


Dec. 1 deadline 

for 2nd IBA annual 

International Broadcasting Awards com- 
petition sponsored by the Hollywood 
Advertising Club will name winners in 
worldwide radio and tv on Feb. 13 in 
Hollywood. Deadline for entries which 
must have been broadcast between 
Dec. 1, 1960 and Dec. 1, 196! is Dec. 1. 
Competition is open to all advertisers, 
broadcasters, agencies and producers. 
Entries which have or have not been 
submitted in other international shows 
are allowable. A special invitation has 
been issued to the Japanese Allied Com- 
mercial Council who held their first tv 
commercial festival in Tokyo, Oct. 17. 


tt Direction / The Magozine of Visual Communications / November 196] 


Kenneth C. T. Snyder is general 
chairman of the IBA. Details from IBA, 
Hollywood Advertising Club, 6362 


Hollywood Blvd., Hollywood 38, Calif. 


NVPA elects Officers of the National 
W.J. Connelly Visual Presentation As- 

sociation for 1961-62 
are headed by W. J. Connelly, asst. mgr. 
advertising, Union Carbide Plastics Co., 
Div. Union Carbide Corp. Other officers 
are vp/user, Bernard A. Barnett, IBM; 
vp/trade, H. Pritchett, Harry Pritchett 
Associates; secretary Emma Treadwell, 
Dow Chemical; treasurer C. Behymer, 
H. D. Rose & Co. 

President Connelly, 20 years in adver- 
tising, sales promotion and public rela- 
tions with Union Carbide, has written 
handbooks and articles on audio-visual 
presentation, conducted courses on pre- 
sentation, presented over 500 talks on 
plastics. He is a member of Assn. of Natl. 
Advertisers, American Management As- 
sociation, Society of the Plastics Indus- 
try, and is a former regional director of 
Industrial Audio-Visual Assn. 

NVPA committee chairmen are Por- 


























ter Henry, program chairman; Stanley 
S. Merrell, Boy Scouts of America, chap- 
ter activities and constitution; B. A. 
Barnett, IBM, Day of Visual; H. Prit- 
chett, Day of Visual Program chairman; 
R. Yung, Elektra Studios, education 
liaison; W. F. Herrick, Muller, Jordan 
& Herrick, fall seminar; Emma Tread- 
well, hospitality; C. Corn, Admaster 
Sales, membership; H. W. McKenna, 
Union Carbide Chemicals, new activi- 
ties; W. W. Weltman, Marwel Adver- 
tising, publicity; R. Exelbert, United 
Business Publications, shows & exhibits 
coordination. 


Sisencs 


ee te te 





Rich, warm and strong photograph in 
yellows and 
red, spotted with softest violet, keys to 
campaign theme of Pan-American Cof- 
fee Bureau, “Good coffee is like friend- 
ship: Rich and warm and strong.” This 
first in new series typifies the ads, all 
to combine coffee-and-friendliness, all 
color photos, all people with some just 
drinking coffee, others in situations. 
Credits: AD Joe Tranchina, BBDO. 
Photographer J. Frederick Smith. Copy- 
writer Jim Jordan. Type, headline and 
bottom line, Caledonia B. Ital.; . Text, 
Times Rom Ital., Advertising Agencies 
Service Co. 


Eastman Kodak pack 

wins legal protection 

Legal protection for design scored a 
strong point when Eastman Kodak won 
exclusive rights to its distinctive pack- 
aging, following a suit filed against 
Royal Pioneer Paper Box Mfg., Phila- 
delphia. Federal District Court, Eastern 
District of Pennsylvania, ordered Royal 
to discontinue “designing, manufactur- 
ing, promoting, advertising, selling, off- 


ering for sale or using, any photographic - 


58 


film return boxes like or similar to 
Kodak boxes”; and “using any style of 
labeling, packaging, or trade dress, con- 
sisting of a predominantly yellow back- 
ground, with red or black or both colors, 
with distinctive printing, or used in 
association with Kodak’s various trade 
and service names and marks similar to 
plaintiff's.” 


Posters at Project for a senior thesis 
a fair at University of Cincinnati 

was a collection of posters 
symbolizing countries of the world. De- 
signs for instantaneous recognition in- 
corporated letter forms, flags, symbols. 
Here are Italy and the U. S. The pos- 
ters are at the university's College of 
Applied Arts, Dept. of Advertising De- 


sign headed by Maurice Rhoades. 
Credits: Designer Guy Salvato, Co!- 
umbus Art, Inc. 


Mead surveys 
annual reports 
Highlights of a survey conducted ty 
Mead Papers in connection with the r 
5th annual reports exhibition showe: : 
Both antique and dull coated pape s 
are emphasized. Sophisticated and digr - 
fied looks in artwork, with genero 
white space, continue. Layouts featu 
readability and legibility. More use 
name artists and designers, due to i - 
fluence of agency and pr advisers. Few 
but better illustrations, rather thi 
heavy use of second rate art. Great 
use of self-mailers. More embossin . 
More trademarks on report cove: 
either embossed or printed. An uptw 
in diecuts for layout and design. 
Those who cooperated in the Me: i 
survey included New York printi: z 
firms; Financial World; J. Harold Jan ;, 
professor of business writing, NY! ; 
Weston Smith, Weston Smith Associate; 
Martin Chatinover, Wall Street Co»- 
sultants; General Electric. 


Real cool Summer drink promotion for 

Gordon’s gin was a maga- 
zine ad in cold blue and white sur- 
rounding brightly colored bottle. Ac- 
tually shot in a heavy snowfall last 
year. 

Credits: AD O. Paccione, Grey. Photo- 
graphers Paccione and D. Corry. Re- 
toucher Herb Wilen. Copywriter Sa:n 
Abelow. Type, Chelt. B. Shaded (ma'n 
copy line), Stand. Light (bottom linc), 
Title Goth. (product ID line top rig::t 
in photo), Bundscho, Chicago. 
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Introduction to Scott Paper Co. announced its Apparel Foam, explained it at 
a new product length, noted another product, Scott-cups, announced a new 

plant at Eddystone, near Philadelphia—all in a newspaper ad 
combining photographic, typographic an@ lettering design. The spread ran in the 
Wall Street Journal and the Philadelphia Inquirer, later was used as a promo- 
tional mailing on Artcote Silver Metallic Coated stock for Typographic Service 
Co., New York. 

Credits: AD/designer Bernard Owett, JWT. Photographer Hiro (who shot the 
model in main illustration through layer of the product, also used the foam for 
backgrounds). Copywriter Sid Olsen. Headline, Photo-Lettering. Logo handlettered 
by Morris Glickman. Type, Cent. Exp. and Cent. Schoolbook, Typographic 
Service. 





GREAT LAKES STEEL ser sere eres wns vos someon 


The beauty highlighted in color spreads emphasizing bumpers that shine (this 
application) or are safe, or strong. Each ad repeats layout, with photo- 
graphs differing for specific applications. 

Credits: AD Jay Houtz, Campbell-Ewald Detroit. Photographer Lynn St. John. 
opywriters Dick Turpen and Joe Paonessa. Headline, Lettering, Inc. Text, 
Times Wide, George Willens & Co. 
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Cold man, is recurring theme for 
warm woman Borg Fabric’s color ads. 

Here, the woman wears 
Fairmoor coat of Borgana, the motor- 
cycle policeman doesn’t. 

Credits: AD Peter Hirsch, Douglas 
D. Simon Advertising. Photographer 
William Helburn. Copywriter Douglas 
D. Simon. Type, Stand. Med., Lightline 
Goth., News Goth. B., Composing 
Room. 


Tasteful bleedoff Newspaper page for 
McCalls combines re- 
straint in design elements with over- 
powering statement. 
Credits: AD Mike Wollman, Grey. 
Hand lettered illustration, Sam Marsh. 
Text, Times Rom., Techni-Process. 




















New art technique A series of drawings flow horizontally across the screen, minus 


frame lines, in a new technique which debuted with a 1- 
min. commercial for Hi-Health Instant White Sauce, broad- 
cast over upper New York state stations. The technique, called Scrollfilm, was 
originally developed for industrial and educational visual presentation, rather 
than tv. It looks like a long pan, but drawings are moved across the camera rather 
than having camera move across the strip. The art is synced with sound. 

Scrollfilm not only looks new, it costs less. Production of the Hi-Health spot, 
in color and b/w, came to under $2000. If a usual film (with home economics 
kitchen, announcer, etc.) had been done, the production would have come to 
$5000, agency creator/producer said. 

Paintings for Scrollfilm are done on a Mylar plastic strip about 8” deep, 12 ft. 
long. Paints are specially treated to enable them to adhere to the plastic. This 
art is exposed by Scrollfilm process for use in Scrollfilm projectors, which do not 
use shutter bars or sprockets. For tv, the Scrollfilm is transferred to regular tv film. 

Credits: Tv commercial creator/producer Elliott Nonan, de Garmo, Inc. Artist 
Mrs. Arthur Barr Wagner. Scrollfilm is owned by Scrollfilm Industries, which is 
partially owned by Arthur Wagner Associates. Scrollfilm transfer to tv film, 
Sturgis-Grant Studios. 


for tv 








AIGA poster show The Vienna municipal cultural office informed USIA 
named tops in Vienna that the American exhibit provided by AIGA was the 

best among poster art exhibits submitted by 19 partici- 
pating countries. USIA requested further exhibits, following requests from other 
countries. Illustration here is of a portion of the US exhibit. 


60 


Wild plus Bright red Kleenex, ob- 
high fashion viously not conservative 

shown in a restrainec 
rich offwhite setting, for readers ol 
Seventeen and Vogue. 

Credits: AD Vincent B. Neill, FCB 
Chicago. Photographer Conrad Bailey 
Copywriter Joseph Coulter. Handlet- 
terer Clark Jackson. Package designe: 
Andrew P. Olson, Kimberly-Clark. 
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Animated shoes Brown and _ black 

magazine ad for I. 
Miller alligator shoes gives life to prod 
uct, highlights texture. 

Credits: AD Hal Davis, Jane Trahe. 
Associates. Photographer Horn/Griner 
Copywriter Frankie Cadwell. Type 
Frankl. Goth. and Lightline Goth. 
Franklin Typographers. 
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Juicing up Clean, colorful and simple 
layout, copy and theme for 
Wolfschmidt’s, for magazines (4 color) 
and west coast newspapers (2 color). 
Each ad’s fun stands on its own and 
also refers to immediately preceding ads 
in the series—a remembrance plus. 
Credits: AD George Lois, PKL. Copy- 
writer Julian Koenig. Photographer 
Carl Fischer. Type, Cheltenham Med., 
TEL. 


Lithographic awards 
entry deadline Jan. 5 


The 1962 competition sponsored by 
Lithographers & Printers Natl. Assn. 
will have 52 classifications open for en- 
trants who must submit entries before 
an. 5. Judging will be held in New 
York Jan. 15 by a panel who will score 
wr lithographic quality, art and design, 
unctional value. A 100-page awards 


catalog illustrating all of the winners 
will be published. 

Two new categories for lithography 
on foil have been added: “direct mail— 
litho on foil” and “‘packaging—litho on 
foil.” In the POP classification the 
category of “lithoed vacuum-formed dis- 
plays” has been added. 

Announcement brochures and entry 
blanks, designed by designer/ AD Walter 
F. Bomar, are available from the associa- 
tion, 597 Fifth Ave., New York 17. 
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Kicking the To establish the Stanley 
logo around Blacker name to _ con- 
sumer and trade buyers 
of sports coats, each 4 color page in the 
series has miniature model involved 
with large black logo headline. He kicks 
over a letter, or hangs his hat on an- 
other, etc. 
Credits: AD Carl Klein, Edward M. 


CEAMPLON PAPERS 


Symbol & logo for 
new name, new HQ 


Meyers Associates. Creative director/ 
copywriter Betty Gardner. Logo letterer 
Herman Harper. Photographer Bob 
Barclay. Type, Ven. B. Ext., Ven. Med. 
Ext., Royal Typographers. 





Industrial advertiser Last year’s cam- 
in 2nd year of paint paign for Wor- 

thington Corp. 
was a series of spreads by one artist. 
This year 1 page ads for Business 
Week's inside front cover continue the 
theme, the technique, and the artist. 
One of the 1960 ads made the NYADC 
show. 

Credits: AD Anthony D’Arrigo, NLB. 
Casein on illustration board by Harvey 
Schmidt. Logo designed years ago by 
Joseph LaRosa, head AD. Copywriter 
Dean Ferres. Type, Stand. B. lead in, 
News Goth. text, Typographic Service. 


Champion Paper & Fibre changed name to Cham- 
pion Papers, Inc., moved to a new glass and 


stone building at Knightsbridge, Hamilton, O., 


and had new identity symbols designed. 


The flowing symbol evolved from corporate initials and web flow of the paper- 
making process. Redesigned mounted knight trademark eliminated detail lines, 


retained familiar outline. 


Credits: Designer Noel Martin, Cincinnati. Type, Imperial (known in Europe 
as Trump Mediaval).. Packaging applications of symbol and typography, George 


Nelson & Associates. 
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WHAT'S NEW...WHAT’S BEST 


Art Direction’s critic panel watches direct mail, displays, illustration, photography 


packaging, newspaper ads, consumer and business magazine ads, posters, T’ 








a 


wap ce raemenr acon: — 
THESE TWO WW TOURISTERS WEIGH LESS THAN A ROOSTER AND A ROSE. 
mT “AR Ww ;h aM Y ) Nf Hi My ¢ 


<DEL rE MENT oe Sore 


Direction 


* 


/ The Magozine of Visual Communications 


CPN RANE FO RARE NS Oe EE EAT RT OE AEN ROE HAN, 


/ November 196! 


1) GM redesigns 1200 packs 

Twelve parts manufacturing divisions 
and their 65 suppliers are redoing 1200 
packs for 30,000 products, the largest 
packaging change in General Motors 
history. One brand name, one surface 
design, but a variety of containers will 
replace the variety of brand names and 
designs used. Effect is extreme simplicity 
built around a distinctive logo (Con- 
tinental Clarendon #7 Ext.) a 2 part 
circle symbol, and color coding of the 
manufacturing divisions. 

Credits: GM Styling Staff; United 
Motors Service; Roger M. Keyes, corp. 
vp, Accessory Divisions; William Wal- 
ker, Jr., gen. mgr. United Delco, and 
Packaging Committee. 


Photograph courtesy Modern Packaging Magazine 


2) Red, white and bive 

editorial-like photography, blue and 
red type with copy tied to illustration, 
poster simplicity of concept — add up 
to youthful spirit and eye arresting 
advertising in campaign for American 
Tourister luggage. 

Credits: AD Marvin Mitchneck, Mc- 
Cann-Marschalk. Copywriter Marcella 
Free. Photographer Carl Fischer. Type, 
Alt. Goth. No. 1, Tri-Arts. 


3) On the spot excitement 
of reportorial sketches, plus the color, 
charm and composition of first rate 
illustration characterize gouaches for 
Sports Illustrated’s September cover 
story. 

Credits: AD Richard Gangel, Sports 
Illustrated. Artist Bernard Fuchs. 


























STEEL BY JONES & LAUGHLIN 
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4A)4B)4C) 1 theme, 3 techniques 

Three folders have practically the same 
theme—A is a moving announcement, 
B announces a new studio, C tells busi- 
ness name change — but each differs 
very much in construction, surface de- 
sign, mood. 

A, a 4-fold with 7 sides (lst outside 
plane has signature line, last outside 
plane has map design locating office). 
Inside, elements “move” from panel to 
panel to finally resolve into logo for 
Michael Saphier Associates. B, a real 
accordian fold, is an invitation to open 
house for Frank Mayo’s new studio. C, 
a conventional b/w booklet construc- 
tien, announces, with believable humor, 
agency Smith, Hagel & Knudsen’s name 
change to Smith Henderson & Berey. 

Credits: A, AD Gene Tepper, Gene 
Tepper Div. (San Francisco) of Michael 
Saphier Associates. Designer/artist Bar- 
bara Stauffacher. Stock, 65 lb. Star 
White Cover, Zellerbach. Printed offset 
in red and black by Hogan-Kaus Litho- 
graph Co. 

B, Designer Frank Mayo. Type, Fon- 
tanesi, wood type, and News Goth. 
Cond., Linocraft Typographers. Printed 
red and black by Record Prtg. & Off- 
sec. Stock, Curtis Fluoro White, Anti- 
que, 80 Ib. Machine scored, hand folded. 

C, AD Harold Josephs, SHB. Photo- 
grapher Carl Fischer. The model is 
ayency’s receptionist Mrs. Marge Jur- 
gins. Type, Baskerville, Ad Service. 
Siock, 80 Ib. Atlantic Cover. Offset by 
A ‘vent Press. 
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5) A peach of a way 
to say apple pie. 
double poster, 


Triple gimmick: 
illustration of whole 
apples in pie, nothing but copy line in 
2nd poster. For Wagner Baking Corp. 

Credits: Designer George Elliott, con- 


sultant creative director for Smith 
Greenland. Copywriter Murray L. Klein. 
Photographer Horn/Griner. 


6) New slant in testimonials 

A business advertising campaign to 
portray INA as a major factor in busi- 
ness insurance plays up advertiser's 
clients in illustration and copy for a 
dual selling approach. Each ad in series 
follows this layout, attracts by interest 
of illustration wholly selling advertiser's 
client. 

Credits: Art group director Thomas 
E. Yerxa, layout designer Arthur Tay- 
lor, Ayer, Philadelphia. Copywriter 
Charles Brennan. Photographer Peter 
Benech, Nepo-Nuss Studio. Retoucher 
Bob Boerner. Headline, Alt. Goth., 
body, News Goth., Fred Weber, Ayer. 
Logo designed by Cynthia Drasnin. 
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Flowering of Madeira The very same hand-embroidery thai has made Madeira the banquet cloth of kings. An art perfected over centuries, the linen we 
ambroidered on that old-world island and shaped on a new-world last. The most ravishing shoes to touch toe to earth this spring! Candlelight beige or white wit 
self. color on high or mid heels. Black appliqued with roses, high-heeled. 2995. Madeira hand-bags to match. Where fashion shows its finest hand, 1 Miller 


7) 








7) 2 dimensional design in photography 
rather than the usual 3D makes a dy- 
namic newspaper ad for I. Miller. Shoes 
and handkerchiefs in diagonal patterns 
show grays, rather than true b/w, due 
to newstock and lighting. 

Credits: AD Robert Fabian, I. Miller. 
Photographer Evelyn Hofer. Copywriter 
Margot Mallary. Type, lead-in and sig, 
Stand, Med., body, Lightline Goth., 
Composing Room. 


8) Display, protection, reuse 
Package for expensive Bolex zoom 
camera performs all 3 functions. Blue, 
black and gold design won 3 awards 
from the 1961 Set-Up Box Competition 
~ first prize for display, an award for 
surface design, and another in the 
ohotography category. Actually a set-up 
and a folding box, the construction is 
»ver-wrapped and fits into a sleeve for 
hipping. 

Security and clean appearance is as 
mportant as display for this high priced 


NEW 
OPPORTUNITIES 
FOR 


PRODUCTION 


TTH 
BLADE COATED 
a 


item. Product components fit into die- 
cut corrugated supports glued into posi- 
tion. Polyfoam insert fits within plat- 
form holding camera. A special pocket 
in the rear of the box holds an instruc- 
tion booklet and the small display card. 

Credits: Designer S. Jay Kent. Printer 
and supplier Packaging Components 
Div., C. Albert Sauter Co., Philadelphia. 


9) Diecut, folded popup 

makes a fresh promotional piece for 

American Home magazine. Glove and 

flower in yellow, green and black. 
Credits: AD Herb Ehrlich. Designer 

Lewis T. Ford, Jr.; artist Maryann 

Forde, Mel Richman, Inc., Philadelphia. 


10) Animated it t for a car 
Chevrolet commercial of ‘See the USA” 
in a modern dress. Cars, lettering, 
scenic design animated in color to pace 
of new sound track. 

Credits: Writer/producer Woody 
Klose, Campbell-Ewald Detroit. Produc- 
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tion company Eyvind Earle Produc- 
tion, Northridge, Calif., AD/director/ 
artist Eyvind Earle, who creates under 
the camera. Cameraman Charles Arnold. 
Chevrolet adv. myr. Jack Izard. Music, 
Mel Henke. 


11) A spread per point 

Booklet to paper merchants and prin- 
ters emphasizes 5 benefits of Kimberly- 
Clark’s blade coated Trufect. Double 
page spreads have simple comparison de- 
signs, printing symbol contrasted with 
typographical layouts and die cut areas. 
Printed in 4 flat colors. 

Credits: AD/designer Norman Per- 
man, Chicago. Magenta, blue, warm 
gray, black. Type, Foundry Baskerville, 
Stand. Med., Frederic Ryder Co. Stock, 
100 Ib. Prentice Coated Cover and 80 
lb. Blade Coated Trufect Enamel. Cover 
lithoed, body letterpress, E. F. Schmidt 
Co., Milwaukee. 

















Detroit’s 13th co-empha- 
sizes art, copy, advertis- 


ing effectiveness 


(Bruce Unwin, ADCD president, and 
Ted Wilner, DCC president, explain the 
thinking behind Detroit’s new, broad 
approach to ADC shows.) 


“You'll find here a fresh approach to 
advertising award shows. It introduces a 
bold attempt to recognize advertising 
judged outstanding in art and copy — as 
well as advertising effectiveness. It seeks 
to establish a more accurate measure of 
the job done by an advertisement in the 
opinion of a jury of art, copy and adver- 
tising authorities — a combined judgment 
more nearly like the one that approves 
most good advertising produced today. 

“In this venture, Art Directors Club of 
Detroit and Detroit Copy Club members 
collaborated by co-sponsoring a different 
format for our 13th Annual Show. The 
new competition sought to preserve 
merits of earlier ADCD art-design-pho- 
tography and DCC umbrella awards 
shows. We wanted to stimulate better cre- 
ativity on the part of Michigan agency 
and advertiser personnel. 

“By compiling and exhibiting the best 
works, advertising standards would be 
raiséd for art directors, copywriters and 
advertisers. All three would advance. Ul- 
timately, there should be less resistance 
to art and copy ideas that defied trends, 
traditions, taboos. Better advertising 
would. be the happy result. 

“Where did this approach begin? We 
think it was triggered by Jim Hastings, 
vp and associate creative director for 
Campbell-Ewald. Jim proposed the new 
format and jury arrangement to a joint 
meeting of ADCD and DCC board mem- 
bers. Acceptance was unanimous and im- 
mediate. 

“Detroit’s ADs, intrigued with the ex- 
citement generated by Detroit Copy Club 
umbrella awards, still felt that it deemed 
words more important than art. The 
copywriters, notably DCC veep Dick 
Candor, believed that ADCD tended too 
much to pretty picture shows. And while 
both felt they were advancing in their 
respective arts, wasn’t it too bad that 
the advertisers — whose approvals were 
vital — were lagging behind all this prog- 


ress. What could be done to bring ther 
along? 

“That’s how the show came to pas 
ADCD president Bruce Unwin blocke 
out categories for the new format. Al 
Barron Hoffar offered brochure desig 
suggestions. DCC president Ted Wilne 
added words and contributed “Bravo 
and “Bravissimo” as new award name 
Copyclubber Phil Mason offered to har 
dle, sort and ship entries. ADCD secr« 
tary Joe Kidd volunteered a new meda 
design. Other copyclubbers and AD 
cooperated so naturally that we ar 
convinced this awards innovation mus: 
be headed in the right direction. 

“AD comments are welcome and sin- 
cerely solicited. We want to find the 
one best way to raise advertising stand- 
ards — if there is one best way. 

“You'll see the results in this issue — 
33 winners that received BRAVO medals. 
Best-of-show was accorded the BRAVIS- 
SIMO award. 

“1256 entries were submitted in eight 
categories: consumer magazine; trade 
magazine; newspaper; direct mail-book- 
lets-letterheads-logo; outdoor and poster; 
television and radio; display, point-of- 
purchase, packaging; and editorial. Each 
category, except tv-radio, had four sub- 
categories: umbrella; art and photogra- 
phy; design of complete unit; and copy. 
TV-radio sub-categories were umbrella, 
live, animation and design of complete 
unit. 

“Detroit is indebted to president Lee 
King of the Chicago Art Directors Club 
and president Ed McAuliffe of the Chi- 
cago Copywriters Club. They provided 
a competent preliminary jury that 
screened the entries and accepted 290 
submissions for final judging. Serving on 
the screening panel were: John J. Cal- 
nan, manager of Needham, Louis & 
Brorby’s TV-Creative department; John 
L. Vehbrecht, copy supervisor for Mc- 
Cann-Erickson-Chicago; Walter Lecat, 
art director for North Advertising; anc! 
Robert Fryml, AD for Edwin H. Weiss 
& Co. 

“Members of the top jury were thes 
art, copy and management authorities 
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Clark Robinson, Vice-president and cre- 
ative director for Ketchum, MacLeod & 
Grove-New York; Ernest W. Eversz, vice- 
president and copy director at Foote, 
Cone & Belding-Chicago; and Geddis 
Carrington, marketing vice-president for 
Morton Salt Company-Chicago.” * 


New Bravo Gold medal. Designed by 
Joseph Kidd, Detroit Art Director/de- 
signer and Richard Thomas, Professor of 
Metalsmith dept. at Cranbrook Institute. 
Medal is 214” in diameter, 4” thick and 
has brushed gold finish. Has both raised 
and receded lettering on a concave facing. 





The jury: (from left) Geddie W. Carring- 


ton, Vice President, Morton Salt Co., 
Chicago; Clark Robinson, Creative Di- 
rector, Ketchum, MacLeod & Grove, New 
York; Ernest W. Eversz, Vice President 
and Copy Director, Foote, Cone and 
Belding, Chicago. 





Screening committee: (from left) Robert 
Fryml, AD, Edwin H. Weiss & Co., Chi- 
cago; Craig Bowen, AD, MacManus, 
John & Adams, Inc., Bloomfield Hills, 
Michigan; John J. Galnan, Manager, TV 
Creative Department, Needham, Louis 
y Brorby, Inc., Chicago; John L. Voll- 
brecht, Copy Supervisor, McCann-Erick- 
son, Chicago; Walter Lecat, AD, North 
Advertising, Chicago; Charlotte Voelker, 
Copywriter, Campbell-Ewald Company, 
Detroit. 
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1) Design of Complete Unit—Bob Shepperly: Art Director, Fred McNabb/Cle Clark: Artist, John 
Alden: Copywriter, McCann-Erickson, Inc.: Agency, Buick Manufacturing Company: Advertiser. 2) 
Umbrella “Best of Show” (Bravissimo Award)— D. Miller: Art Director, W. Klose: Copywriter, Camp- 
bell-Ewald: Agency, Chevrolet: Advertiser, Andy Doyle: Art Director, Bob Murphy: Copywriter, 
Campbell-Ewald: Agency, Chevrolet: Advertiser. 3) Art and Photography—Tom Clarke: Art Director, 
Warren Winstanley: Artist, Campbell-Ewald: Agency, Chevrolet: Advertiser. 4) Art and Photography 
—Sy Lachiusa: Art Director, Mark Shaw: Artist, David E. Davis: Copywriter, Campbell-Ewald: Agency, 
Chevrolet: Advertiser. 5) Art and Photography—Link Hafner: Art Director, Dennis Grippentrog: 
Artist, Dick Shesgreen: Copy, Campbell-Ewald: Agency, Chevrolet: Advertiser. 6) Umbrella—jay 
Houtz: Art Director, Lynn St. John: Artist, Joe Paonessa: Copywriter, Campbell-Ewald: Agency, Great 
Lakes Steel: Advertiser. 7) Umbrella—Sy Lachiusa: Art Director, Todd Walker: Artist, David E. Davis: 
Copywriter, Campbell-Ewald: Agency, Chevrolet: Advertiser. 
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MHD INTO BLOOD RESEARCH) AND NEW DERIVATIVES. FIRST 
ND EDUCATION. HOME SERVICE FOR VETERANS, SERVICEMEN 
MD THEIR FAMILIES. JUNIOR RED CROSS PROJECTS. WATER 
SAFETY AND LIFESAVING PROGRAMS. TRAINING STAFF AIDES, 
GRAY LADIES, NURSES AIDES AND MANY THOUSANDS OF 
OTHER VOLUNTEERS WHO CARE FOR THE SICK AND 
INJURED IN OUR HOSPITALS AND IN TIMES OF ng ms 
ASTER. THANK YOU SO MUCH - AMERICAN RED CROSS ” 
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8) Art and Photography—Clark Maddock /Jim Algieri: Art Director, Warren Winstanley: Artist, 
Barney Clark: Copywriter, Kenyon & Eckhardt, Inc.: Agency, Lincoln Mercury: Advertiser. 
9) Copy—irv Seiden: Art Director, Bruce Perrell: Artist, Dean Prichard: Copywriter, J. Walter 
Thompson: Agency, Champion Spark Plug: Advertiser. 10) Copy—Claude R. Streb, Art 
Director, David B. Fullerton: Copy, Young & Rubicam: Agency, Argus: Advertiser. 11) 
Umbrella—Ross Van Dusen: Art Director, Robert Saffir: Artist, Don Stewart: Copywriter, 
J. Walter Thompson: Agency, Ford Motor: Advertiser. 12) Umbrella—Jay Houtz: Art Director, 
Phil Davis: Artist, Joe Paonessa: Copywriter, Campbell-Ewald: Agency, Great Lakes Steel: 
Advertiser. 13) Umbrella—Thomas Roberts: Art Director, Phil Foskett: Artist, Dave Crockett: 
Copywriter, Campbell-Ewald: Agency, Chevrolet: Advertiser. 14) Umbrella—Harold E. LeBeau: 
Art Director, LeBeau Studio: Artist, Parke, Davis & Company: Advertiser. 15) Design of 
Complete Unit—Sy Lachiusa: Art Director, Todd Walker: Artist, David E. Davis: Copywriter, 
Campbell-Ewald: Agency, Chevrolet: Advertiser. 16) Umbrella—Lee Bleifeld: Art Director, 
Sanford H. Margalith: Copywriter, Edge Studio: Artist, Zimmer, Keller and Calvert, Inc.: 
Agency, Vernors Ginger Ale: Advertiser. 17) Art and Photography—William J. Stadnik: 
Art Director, Warren Winstanley: Artist, Norm Kramer/Jack Wall: Copywriters, Young & 
Rubicam: Agency, United Foundation: Advertiser. 18) Design of Complete Unit—Patrick F. 
Hudson: Art Direc »r, Jack Mills: Artist, Charles Felt: Copywriter, MacManus, John and 
Adams: Agency, The Dow Chemical Company: Advertiser. 19) Umbrella—Joseph Kidd /George 
Guido: Art Directors, Del Nichols: Artist, David £. Davis: Copywriter, Campbell-Ewald: 
Agency, Chevrolet: Advertiser. 20) Umbrella—Fred Baker: Art Director, Bob Hughes: Artist, 
Bill Graefen: Copywriter, Campbell-Ewald: Agency, Red Cross: Advertiser. 
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21) Design/Complete Unit—Ben Goldstein: Art Director, Saul Bass: Artist, Phil 
Hower: Copywriter, W. B. Doner & Company: Agency, Manufacturers National 
Bank: Advertiser. 22) Design/Complete Unit—Ben Goldstein: Art Director, Saul 
Bass: Artist, Phil Hower: Copywriter, W. B. Doner & Company: Agency, Manu- 
facturers National Bank: Advertiser. 23) Design/Complete Unit—Ben Goldstein: 
Art Director, Saul Bass: Artist, Phil Hower: Copywriter, W. B. Doner & Company: 
Agency, Manufacturers National Bank: Advertiser. 24) Art and Photography— 
Clark Maddock/Bill Massnick: Art Directors, Warren Winstanley: Artist, Gerry 
Gateman: Copywriter, Kenyon & Eckhardt: Agency, Lincoln Mercury Division: 
Advertiser. 25) Copy—Jim Hanna: Art Director, Don Dolan, Ray Diehr: Copy, 
BBD&0/Detroit: Agency, Dodge Division: Advertiser. 26) Umbrella—Frank R. 
Kepler: Editor, N. Donald Weeks: Art Director, Ceco Publishing Co.: Agency, 
Chevrolet Motor Division: Client. 27) Art and Photography—Arthur Paul: Art 
Director, Ardy Kazarosian: Artist, Playboy Magazine: Advertiser. 28) Design of 
Complete Unit—Francis R. Esteban: Art Director, Artist, Copywriter, La Driere, 
Inc: Agency, Advertiser. 29) Umbrella—Gene Duffy: Art Director, Butte, Herrero 
& Hyde: Artist, Tom Watts: Copywriter, Campbell-Ewald: Agency, Chevrolet 
Used Car: Advertiser. 30) Design of Complete Unit—Jim Whicker: Art Director, 
New Center Studio: Artist, L. Chiesi: Copywriter, Adland Publishing: Agency, 
Pontiac Motor Company: Advertiser. 31) Live Television and Radio—John Alexan- 
der: Copywriter, W. B. Doner & Co: Agency, The Detroit News: Advertiser. 32) 
Animation—Group Productions: Art Director, Bill Pearce; Copywriter, N. W. Ayer: 
Agency, Sergeants Flea & Tick Spray: Advertiser. 33) Design of Complete Unit— 


J. Walter Thompson Staff: Art Director, Copywriter, Agency, Ford Motor Co.: 
Advertiser. 
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MAIL 


gold medal campaign 


Aluminum Co. of America’s 6-brochure 
campaign, top winner, DMAA ’61 Direct 
Mail Leaders’ Contest, was addressed to 
government, military and defense eche- 
lons. It was designed to 

e Present Alcoa's views on military 
preparedness. 

e Create a climate wherein short- and 
long-term objectives could be more effec- 
tively pursued. 

e Indicate Alcoa’s readiness and ca- 
pacity for defense work. 

A letter from President Lawrence 
Litchfield, Jr., emphasizing the impor- 
tance of the coming “series of state- 
ments,” introduced the brochures, mailed 
at 3-week intervals, June through Sep- 
tember. 

First brochure, 14 pages, stressed facili- 
ties and know-how. Metal, Men, Ma- 
chines headlines in gray, red and blue, 
a molecular or Space Lattice “Seed of 
Greatness” motif, and the standard cor- 
porate red-blue, 2-triangles logo were 
featured in all mailings. 

Front covers of follow-up brochures, 
each with 6-page folds, featured an Alcoa 
in the Service of Peace embossed title, a 
Defend the Peace theme, and comments 
by company executives. 

Each brochure had intriguing fold- 
outs, dramatic spreads with contrasting 
art work, photos and special drawings, 
handsome typography, tinted back- 
grounds and dominating inks. With sev- 


eral pieces on one sheet and extensive’ 


use of split fountains, extra colors were 
gained without concomitant expense. 

“Each brochure had a different ap- 
proach and emphasis,” says Literature 
Coordinator Gorman R. Armstrong. 
“Giving them graphic expression and sell- 
ing impact tested our ADs’ ingenuity 
and creative abilities.” 


Credits: 
GorMAN R. ARMSTRONG. Supervises cre- 
ation of company publications’ contents, 
objectives, copy approach and graphics. 
Headed up campaign in cooperation with 
GeNnE -Hicxson, ad department, both 
governed by objectives set forth by WIL- 


DIRECT 









Alcoa’s six mailers 


considered best-of-the-year 
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Space Lattice, photographed by Ed Walsh, is used full color in Brochure 
#1 and in 3 colors with repetitive Metal, Men, Machines headline. It 
was conceived by Ivy Associates, who saw in the lad representation of 
the aluminum crystal structure the delineation of Alcoa’s double- 
triangle emblem shapes. It was considered not as a trademark, but as 
a design element for the series. 

Second page of Brochure #2, printed in blue, harmonizes with blue sky 
and tint of Agincourt scene. “Foregoing extra colors, we had Stern sep- 
arate art to use our red and blue instead of conventional magenta and 
cyan,” states Mr. Armstrong. Color photo: Don Moerder; miniature 
soldiers designed by Helen Stevenson West. Agincourt spread opens 
into a picture of a parachute drop with the Metal, Men, Machines head. 
A gray overchrome was used on all photos. 

Roger Hane’s 2-color charcoal concentration camp drawing for this 
Brochure #2 spread introduces another spread of diagrams & electron 
micrographs contrasting conventional & powder metallurgy alloying 
practices. 

Brochure #4 spread with Arthur P. Williams-Elain Kahn Kurtz water 
color-&-ink Moscow scene was reproduced in black & blue; when dry, 
it was overchromed in gray using blue negative. Spread opens into an 
Arsenal for Defense spread. 


Opening spread (Brochure #5) features Albert Gold’s wash drawing 
of U.S. surrender at Corregidor. Used was screen of the Brochure #6 
yellow (they were run together), then drawing was run in sepia. Spread 
opens into another Arsenal for Defense 2-pager. 














Preextom™* cause «ill not he served by maintaining that we may 
lone battles hit never ware The tide of total victory or total defeat 
bes always turned at one singular howr im the long. dark day of 
war. Overconfidence and penny wiedom are tow cards to doal 
our miiitacy in the fateful game we require they pinay for us. 


Given a chotes, all Amertcans, civilian or military, would readily 
aban 





turn to devote their total “ to the fare of our 

erea: way of life. We do not have ints choice. however Intensely 

we desire it. We do nat have h Bnew any more than we had ik a q ee: 

aenmeration ago. when other brute votces, in other tongues. 7 oF 
wcorme 


fcmet thetr to the world. 
egain 





There ts more than homer due to thease whe paid the price for . stele % 

the error of « pation so precceuptied with “business as weunal™ 4 

that it fatled to hear the warnings of tw military leaders. 11 ts : roe 

required that we never fall to guard the victory witch wae so Comng 

dearly purchased by thuse who suffered our Gefeatw. We wilt am ane @ 

guard it beat by being alert in peace to the demands which coutd 5 ores 
a ~ ar 


be made of us in war. . : 
é ‘ . acten 


. 
mailita 


9) 

L1AM C. Woopwarp, Mgr., Defense Indus- _ series production. 

tries. Printinc: Edward Stern & Co. 

Joun HAatistrom, Ivy Associates, con- Maiine: Advertising Associates. 

ceived campaign, organized topical struc. Paper Stock: Brochure #1—Mohawk 
ture, wrote copy, specified basic design 65# Poseidon Cover; #2-6—Lee’s 65# 
requirements, printing techniques and Vicksburg Tiara Cover; Jackets; #1 bro- 
supervised printing production. chure—Mead 70# Printflex Offset Enamel 
RayMonp A. BALLINGER, director of ad- mounted on .028 board; #2-6—Lee’s 80# 
vertising design, Philadelphia Museum Vicksburg Tiara Cover. 

College of Art, was AD, developing over- TypocrapHy: Embossed lettering, hand 
all styling, designing individual pieces, lettered by Arthur P. Williams; Composi- 
directing jacket-label designs and typo- tion—Typographic Service, Inc.; Bro- 
graphic style, specifying and procuring chure #1 text and #2-6 executive state- 
photos and drawings, and co-supervising ments and essays—Craw Modern Bold; 
card and product copy—Craw 


printing production. Index” 
LAMAR ANDREWS supervised brochure Clarendon Book. 
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THE STRENGTH OF THE FUTURE 


fe te cof eepeeee CPecees fetetme tee! fretermens feet Afewse Pree ageerent erecree 

OrEgenized resemreh chan afl other produc 
Alsermiesaeer tm thts Comamers corm bptred. Pike marewngrty of ebve Ceetesre 
i= 16 He eOOte in che past. Wihet we cae do stl be thaseet om wiser 
we have done 


a soto 





The acthicwomment of Aloo and “ 


group of O8er strteer treet men aed worsen —te their fee 


ranging investyradous os years. i ae Lepewive torts oF 


knoe hsige encompassing sirtually cvers ares of motalhaeg, ene 
fee @IDeet cote cree. Mhvere t= sree eigen it bewsst comgpecs of tesewnte 
Ppropertion aod behavior which our staff has oot deeply 


through research. Nene oo, is Certain there ane pr 
confronting you, imposed by mew techmotogios. whiten are ur 
Known to us. The anewers to these probteres aned to others yer to 
wrmenge. may tee feplictt or beticwten? tr thee experiential 
dain we have aniseed } 

. 
Of this we ace sare: that with our beter enderstanding of your 


specific problems and by your bee ing acquainted with 


‘ can be accomplished 








gninst a backdrop of bleak and «apiritiess existence, In which 
<arce comforts are reserved for the Party faithful, the Commu. 
‘inte” Current claim is that our material comfart has made us 
<oft...and that they will bury ux. 
Yet. there t+ tm this boisterous threat an underlying fear of « 
ayetem which has the distribution of wealth 
in the history of mankind. There ts tle evidence that our 
abundant life has ever robbed us of our «ptritual values and our 





generosity to other nations. 
in owr great Industrial ayetewn, base! on the production of con- 
sumer gvvds, our free society presents a formidable bastion 


against the mastors of the unfree world. 1 is fram the sinows of 
and ht that we draw 





this vast v of men, 
our strength of arms for the defense of peace. 

Complacen t self-satisfaction, however, can only serve to encour. 
age the threat of future conflict. The only deterrent which our 
ais might. Our determined 





wont ta 
courke, then, must be to devote an approepriaw «bare of our 
eclentific and productive effort t the stated requirements of our 
military advinor= now...mot at the fateful moment of a Red Alert. 





6) Pix of soldier and simulated mortar (Brochure #6), a montage of 
various photo elements, was printed in black halftones over solid yellow 
tint block. Black halftone was double printed on negative with coarse 
dot pattern. It leads into spread featuring 2 hydraulic closed die forging 
presses, part of USAF’s Alcoa facilities, and cost saving between 1-part 
and separate-parts fabrication techniques. 

Brochure mdiler had special red-white-blue label. Brochure jackets 
sported red-blue corporate logo design. 

Arrow die-cut Brochure #1final page,pointing to desk photo of Theodore 
W. Bossert, V-P & Chairman, Research & Development Committee, 
opens to spread with 6 differently colored research-engineering “index” 


cards. 
9), 10) Typical design spreads from the series. 
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Art salary survey 


CAM study shows income ranges 


of 960 art pros frem Miami to Vancouver 


About half the art professionals in the United 
States and Canada earn $11,500 a year or more 
(exclusive of part-time freelance income 
or fringe benefits) according to data just 
compiled by CAM Report. 


Company advertising art personnel 
generally have lower salaries than their 
agency, studio anc freelance counter- 
parts. This has been generally known, is 
now confirmed by the CAM study. Me- 
dian salary for company personnel is 
about $9000; for agency personnel, 
$11,200; for studio and freelance artists, 
designers, etc., about $11,500. 


Using a random sampling technique, 


more than 300 art pros in every s tion 
of the country and representing a wide 
range of job titles were surveyed by‘ AM 
Almost 1000 replied and all but a. and. 
ful were useful. 


Of 960 art pros from 38 states, \\ash- 
ington, D. C. and five provinces of Can- 
ada, 42.9% report incomes from $5000- 
$10,000; 30.5% earn from $10-$15.000; 
12.2%, from $15-$20,000; 5.4% from $20. 
$25,000; 3.8% are over $25,000 and 5.2% 
are under $5,000. 


Here is the breakdown of the salaries 
(or total income in the case of full-time 
freelances) for 960 art pros. 





INCOME RANGES OF 960 ART PROS 





Company 
Income personnel 


Under $5,000 35 
$5,000-$10,000 ....... 281 
$10,000-$15,000 142 
$15,000-$20,000 50 
$20,000-$25,000 15 
$25,000 and up ..... 10 
Total 533 

A better comparison of the relative 

salaries of company, agency, studio and 

freelance personnel is apparent in the 


Agency 
personnel 


Studio Full-time 
owners freelances 


6 2 7 
90 15 26 
84 28 
34 14 
24 7 

12 8 


250 74 


following data showing the percent of 
each in the main salary ranges. 





COMPANY, AGENCY, STUDIO, FREELANCE INCOMES COMPARED 





Company 
personnel 


52.7% 
26.6 


Income 
$1000 


5-10 . 
10-15 . 
15-20 


36%, 
33.6 


13.6 


Agency 
personnel 


Average for 
all art pros 


25.2% 42.9% 
37.8 30.! 
18.4 12.5 


Full-time 
freelances 


Studio 
owners 


20.2%, 
37.8 
18.9 
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SALARY RANGES BY STATES 





bout 55% of the returns came from 
fi, states, indicative of the relative im- 
po tance of these areas as art markets. 
Nc v York—228; California—112; Illinois 
—f.; Pennsylvania—63; Ohio—53. 

iterpolating the data from these ma- 
jo) areas gives the following approximate 
m lian salary for each: 


linois—$ 12,500 





Western cities expanded their art mar- 
kets but it is a fact that the lowest as 
well the highest art incomes are earned 
in New York. 


_ 


«tion ‘ew York—$12,000 
, _ Ohio—$10,500 
oa ( alifornia—$10,000 
ennsylvania—$9,800 32 
Vash- his data contrasts with findings of 3 
f Can- the 1956 Art Direction study which 1 
$ 000- showed New York art pros in the $15- 1 
5,000; $20,000 median range, several other ma- 3 
n $20.- jor cities in the $10-$15,000 bracket and 
1.2%, the majority of the smaller cities under 2 
$10,000. It is not surprising that New - 
sain York is no longer in an income class ‘by 7 
dine itself. Not only have Midwestern and 7 
7 
1 
5 


The following table breaks down the 
income ranges of 961 respondents by 
states. The figure for each state that is 
in the column representing the state’s 
median income is in boldface, for states 
with 10 or more returns. 


Three states’ median incomes fall ex- 
actly at $10,000: Connecticut, New Jer- 
sey, and Texas. + 





Other Canada .. 
Area not known 
Total ........49 
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THE AD 
COPYFITTER 


See Sept. 1969 Art Direction for the 
CHARACTER Per Line Cuart and the 
first installment of these CHARACTERS PER 
Pica Tastes. The article tells how to use 
tabular data and chart for visually trans- 
lating characters per pica into characters 
for any line length up to and including 
55 picas. More tabular data appeared in 
October, and will continue monthly 
until the series has run from A to Z. An- 
nual supplements will keep it up to date. 


Textype w Bold Face No. 2 (Li) 6-3.25; 
7-3.05; 8-2.93; 9-2.69; 10-2.48; 
12-2.26; 14-2.09 

Thompson Quiliscript (Allow for Swashes) 
(ATF) 14-3.; 18-2.4; 24-1.9; 30-1.54 

Times New Roman No. 362 (M) 6-4.19; 
7-3.56; 8-3.31; 9-3.05; 10-2.94; 
11-2.68; 12-2.35; 14-2.14 

Times New Roman It. No. 362 (M) 6-4.19; 
7-3.83; 8-3.43; 9-3.19; 10-3.05; 11-2.8; 
12-2.45; 14-2.25 

Times New Roman Bold No. 57 (M) 
6-4.35; 7-3.83; 8-3.43; 9-3.19; 10-3.05; 
11-2.8; 12-2.45; 14-2.04 

Times Roman w It. & S. C. (Li) 544-3.8; 
6-.36; 7-3.3; 8-3.08; 9-2.85; 10-2.69; 
11-2.5; 12-2.33; 14-2.15 

Times Roman Boid (Li) 5144-4.07; 6-3.8; 
7-3.40; 8-3.14; 9-2.90; 10-2.73; 
11-2.53; 12-2.31; 14-2.07 

Times Roman Semi-Bold (M) 8-3.; 
10-2.52; 12-2.11; 14-1.92; 18-1.45 

Title No. 28 (M) 514-3.68; 6-3.43; 7-2.94; 
8-2.8; 10-2.25; 12-2.04 

Topic Bold (B) 8-3.64; 10-3.11; 12-2.44; 
14-2.1; 16-2.; 18-1.75; 24-1.42 

Topic Bold It. (B) 8-3.45; 10-2.92; 
12-2.37; 14-2.03; 16-1.9; 18-1.68; 
24-1.31 

Topic Medium (B) 8-4.41; 10-3.8; 12-3.08; 
14-2.71; 16-2.33; 18-2.03; 24-1.7 

Topic Medium It. (B) 8-4.27; 10-3.67; 
12-2.97; 14-2.59; 16-2.34; 18-2.11; 
24-1.74 

Tourist Ex Cond. (BL) 24-2.37 

Tower (ATF) 12-3.15; 14-2.67; 18-2.11; 
24-1.69 

Trade Gothic w Bold (Li) 6-3.35; 7-3.2; 
8-3.03; 9-2.75; 10-2.54; 11-2.43; 
12-2.31; 14-1.95 

Trade Gothic Cond. w Bold (Li) 6-3.85; 
7-3.65; 8-3.53; 9-3.3; 10-3.13; 11-2.98; 
12-2.83; 14-2.44; 18-2.; 24-1.6 

Trade Gothic Extended (Li) 8-2.38; 9-2.2; 
10-2.05; 12-1.77; 14-1.51 

Trade Gothic Ex Cond. (Li) 18-2.29; 
24-1.88; 30-1.87; 36-1.81 

Trade Gothic Ex Cond. w Bold (Li) 6-4.15; 
7-4.; 8-3.85; 9-3.63; 10-3.45; 11-3.33; 


12-3.2; 14-2.8; 18-2.29; 24-1.88 

Trafton Script (Allow for Swashes) (B) 
14-3.27; 16-2.8; 18-2.47; 24-1.96 

True-Cut Casion (Lud) 8-3.68; 10-3.05; 
12-2.35; 14-2.14; 18-1.78; 24-1.23 

True-Cut Casion It. (Lud) 8-3.83; 10-3.19; 
12-2.56; 14-2.25; 18-1.92; 24-1.34 

20th Century Ex Bold No. 603 (M) 6-3.69; 
8-3.19; 10-2.4; 12-2.01; 14-1.74; 
18-1.35 

20th Century Ex Bold It. No. 603 (M) 
6-3.82; 8-3.3; 10-2.48; 12-2.07 

20th Century Bold No. 604 (M) 6-4.; 
8-3.48; 10-2.61; 12-2.26; 14-2.01; 
18-1.53 

20th Century Bold It. No. 604 (M) 6-4.5; 
8-3.94; 10-2.94; 12-2.55 

20th Century Ex Bold Cond. No. 607 (M) 
8-4.; 10-3.31; 12-2.8; 14-2.56; 18-2.04; 
24-1.65 

20th Century Ex Bold Cond. It. No. 607 
(M) 8-4.; 10-3.31; 12-2.8; 14-2.45; 
18-2.04; 24-1.54 

20th Century Light No. 606 (M) 6-4.68; 
8-3.81; 10-3.08; 12-2.61; 14-2.26; 
18-1.7 

20th Century Light It. No. 606 (M) 6-4.92; 
8-4.; 10-3.2; 12-2.73 

20th Century Medium No. 605 (M) 6-4.68; 
8-3.66; 10-2.94; 12-2.44; 14-2.09; 
18-1.62 

20th Century Medium It. No. 605 (M) 
6-4.87; 8-3.81; 10-3.05; 12-2.54 

20th Century Medium Cond. No. 608 (M) 
10-3.56; 12-3.19; 14-2.8; 16-2.56; 
18-2.14; 24-1.92; 30-1.34 

20th Century Medium Cond. It. No. 608 
(M) 10-4.; 12-3.31; 14-2.8; 18-2.04; 
24-1.92 

20th Century Ultra Bold No. 609 (M) 
8-2.94; 10-2.25; 12-1.92; 14-1.78; 
18-1.34 

20th Century Ultra Bold It. No. 609 (M) 
14-1.65; 18-1.34 

20th Century Ultra Bold Cond. (No. 610) 
& It. (No. 610) (M) 8 (no it.)-3.43; 
10 (no it.)-2.8; 12 (no it.)-2.45; 14-2.25; 
16-1.92; 18-1.65; 24-1.23 

Typo Roman (ATF) 10-3.6; 12-3.21; 
14-2.92 

Typo Roman Light (1) 10-3.45; 12-2.94; 
14-2.5; 16-2.12 

Typo Roman Shaded (ATF) 12-3.24; 
14-2.94 

Typo Shaded (ATF) 14-3.17; 18-2.48 

Typo Text (ATF) 8-3.74; 10-2.86; 12-2.51; 
14-2.14; 18-1.72; 24-1.32 

Typo Upright (ATF) 12-3.62; 14-3.34; 
18-2.56 

Ultra Bodoni (ATF) 6-2.57; 8-2.18; 
10-1.97; 12-1.56; 14-1.46; 18-1.12; 
24.-82 


Ultra Bodoni It. (ATF) 6-2.55; 8-2.18; 
10-1.98; 12-1.57; 14-1.43; 18-1.13; 
24-.84 

Ultra Bodoni No 675 (M) 3-2.2; 10-1. 3; 
12-1.58; 14-1:45; 18-1.13; 24-.83 

Ultra Bodoni & It. No. 675 (M) 8-2.25; 
10-2.04; 12-1.54; 14-1.45 

Ultra Bodoni Cond. (ATF) 18-1.3; 24-.9 ; 

Ultra Bodoni Extra Cond. (ATF) 12-2.: 5; 
14-1.95; 18-1.66; 24-1.23 

Ultra Modern (McMurtrie) (Lud) 12-2.. 2; 
14-1.93; 18-1.45; 24-1.17 

Ultra Modern It. (McMurtrie) (Lud) 
12-2.3; 14-2.14; 18-1.59; 24-1.19 

Ultra Modern Bold (Lud) 14-1.81; 18-1.: 3; 
24-.99 

Underwood Bold (Lud) 10-2.17; 12-1.8 1 

Valiant No. 412 (M) 14-2.25; 18-1.78; 
24-1.34 

Venus Bold (Regular) (B) 8-3.18; 10-2.55; 
12-2.15; 14-1.95; 16-1.64; 18-1.49; 
24-1.21 

Venus Bold It. (B) 8-2.89; 10-2.34; 
12-1.81; 14-1.6; 16-1.44; 18-1.33; 
24-1.05 

Venus Bold Cond. (B) 6-5.6; 8-4.8; 10-3.6; 
12-2.9; 14-2.5; 16-2.3; 18-2.; 24-1.6 

Venus Bold Extended (B) 8-2.72; 10-2.06; 
12-1.68; 14-1.42; 16-1.25; 18-1.04; 
24-.82 

Venus Ex Bold (Regular) (B) 8-3.05; 
10-2.38; 12-1.98; 14-1.7; 16-1.53; 
18-1.37; 24-1.06 

Venus Ex Bold Cond. (B) 8-4.2; 10-3.3; 
12-2.7; 14-2.45; 16-2.17; 18-1.9; 
24-1.63 

Venus Ex Bold Extended (B) 8-2.38; 
10-1.79; 12-1.49; 14-1.22; 16-1.07; 
18-.96 

Venus Light (Regular) (B) 6-3.8; 8-3.33; 
10-2.95; 12-2.42; 14-2.08; 16-1.87; 
18-1.6; 24-1.42 

Venus Light It. (B) 8-3.56; 10-2.82; 
12-2.42; 14-2.06; 16-1.81; 18-1.59; 
24-1.36 

Venus Light Cond. (B) 6-5.1; 8-4.4; 10-3.8; 
12-3.16; 14-2.89; 16-2.52; 18-2.2; 
24-1.79 

Venus Light Extended (B) 6-3.12; 8-2.78; 
10-2.28; 12-1.94; 14-1.68; 16-1.42; 
18-1.27; 24-1.10 

Venus Medium (Regular) (B) 6-3.6; 
8-3.25; 10-2.8; 12-2.35; 14-2.08; 
16-1.83; 18-1.62; 24-1.39 

Venus Medium It. (B) 8-3.45; 10-2.78; 
12-2.35; 14-2.01; 16-1.8; 18-1.54; 
24-1.30 

Venus Medium Extended (B) 6-3.1; 
8-2.70; 10-2.23; 12-1.91; 14-1.60; 
16-1.38; 18-1.21; 24-1.02 

(continued in a future issue) 
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FILM ART 


SR ae VOT RE RE AER: 
feature films became a unique, 
delightful art form aan an MAIN AND END TITLES 
same time that TV commercials by Ralph Porter 
began to win international festi- 
vals. Similar audio-visual ele- 
ments are found in both, and 
influence one another. 
Perhaps more than anyone 
else Saul Bass has set a trend in 
main and end titles. 
From his graphic symbols in 
“The Man With The Golden 
Arm” and “Anatomy of a Mur- 
der” to the illustration tech- 
niques of “Around The World 
in 80 Days” and the photograph- 
ic treatment in Exodus, Bass’s 
credits roam the range of tech- 
nique. His style is to derive the 
form and spirit of the credits 
from the film itself. Excerpts 
from just a few of his titles show 
his virtuosity and the vitality 
inherent in such a seemingly 
prosaic element as a title. His 
comments accompany the illus- 
trations. 


“Bonjour TRISTESSE” 

It was the intention to express 
in the title, the diverse moods 
of gaiety and sadness in the film 
itself. It opens with random 
forms popping in against a black 
background. These forms are 
gay in color (yellow, yellow- 
orange, orange) and playful in 
tempo. This mood is heightened 
by the musical treatment. First 
one form predominates and then 
another. Slowly the mood 
changes, the color deepens, and 
becomes more somber (moving 
into ochres, greens, blue-greens, 
blue and lavenders) as the music 
assumes more forbidding tones. 
As it moves into the lavenders, 
one of the forms, which is vague- 
ly flower-like becomes more 
specifically so, developing petal- 
like shapes. These begin to drop, 
form an overall pattern or drop- 
ping petals, and cover the screen 
at one point. This dissolves until 
one petal is left. The face (the 
symbol for the advertising cam- 
paign) forms around it and we 
realize the petal is really a tear. 
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“VERTIGO” 

“Vertigo” is the sense of dizzyness, 
usually associated with heights. Its 
manifestation in the life of the main 
character is a pivotal element in the 
story. The introductory credits attempt 
to recreate this feeling in symbolic, ab- 
stract terms. The title begins in black 
and white, panning slowly over ex- 
treme close-ups of a woman's face, until 
it comes to rest on one eye. The title of 
the film “Vertigo,” grows out of the 
center of the eye, into and over the 
camera . . . followed closely by a light 
pattern (or Lissajous, mathematical 
form) . . . which emerges from the 
pupil as the entire screen is suffused 
with red. The eye fades out and the 
rest of the titles play over a series of 
light forms, emerging from the center 
of the screen and slowly growing until 
they expand outside of the camera 
frame. Each new form overlaps the old 
one for a span of time until, finally, one 
lorm contracts in reverse motion as the 
tye fades back and receives the form as 
it disappears into the pupil of the eye. 
The musical score for the title was com- 
pose! by Bernard Hermann and has a 
s‘tron:, “heart-beat” character integrated 
with the visual developments. 
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“PsYCHO” 

The entire title is designed on a 
module of black bars of equal weight, 
which slide onto the screen horizon- 
tally or vertically in various patterns. 
Parts of each credit are on different 
bars. When in proper conjunction, the 
typographic elements line up into a 
legible credit designation. The effect— 
harsh, strident, and somewhat unpre- 
dictable—reflects qualities that give the 
film its particular character. The music 
is by Bernard Hermann. 


“Exopus” 

A slowly undulating flame against a 
blue background forms the visual char- 
acter of this title. It attempted to re- 
flect both the contemporary and tradi- 
tional aspects of the State of Israel and 
its people. Thus, in its earlier restricted 
form the flame connotes the Temple 
and “the eternal light.” At the end of 
the title when the flame spreads and 
covers the entire screen, it is symbolic 
of the contemporary struggle which is 
the main content of the film. The music 
is by Ernest Gold. 


/ November 196) 





directed hy 
Jone Perrer 


“THE SHRIKE” 

The opening frames show a pair of scis- 
sors which are then grasped by a hand. 
Gradually, a strip of credits for the film 
moves down into the frame. Each credit 
is snipped off—after passing through the 


scissors. 
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concepts and 
commas 


If you think Doyle Dane Bernbach got 
that way concentrating on big things, 
like ideas, you might be interested in 
their big thinking about little things. 
Little things like commas and word- 
spacing and copyright lines. Their 
Typographic Standards show DDB has- 
n't grown too big to be meticulous. 
This was drawn up by Klaus F. 
Schmidt while he was type director of 
DDB. Now Y&R type director, he has 
prepared a similar guide for that 
agency. 


DOYLE DANE BERNBACH, INC. 


Typography Make-up and Proofing 
Instructions 


. Word-space all display lines tightly, de- 
pending, of course, on the set width 
of the particular type face. Do not 
apply letter-spacing in cap lines un- 
less requested. Whenever feasible, 
notch cap characters to achieve 
better optical spacing. Equalize 
word spacing in display lines opti- 
cally by inserting narrower spaces 

. before or after punctuation marks 
or capitals with large amounts of 
white space. 

. Display lines that cannot be set to fit 
the layout exactly set larger rather 
than smaller. Never force out lines 
to fill a certain width. 

. Set all body copy fairly tight, even if 
bad breaks might result. We shall 
try to abolish the latter copywise 
rather than sacrificing an even 
“color.” 

. In body copy settings of 14 pt. or larger 
and in all display settings hang 
punctuation marks optically over 
the width indicated unless otherwise 
marked. This rule pertains to com- 
mas, periods, hyphens, apostrophes, 
asterisks, quotation and _ register 
marks. 

. In copyright lines use a © which has 
at least the height of the cap charac- 
ters in the line following it. Use 
only the kind of © with plenty of 
white space around the “c”, so that 
it does not become an ink trap. 
Use this ©, not this ©. 

. Set our standard guide line for each 
job. Information regarding publica- 
tions, insertion dates, etc., is usually 
typed at the top of the manuscript. 
Position guide line under the set- 
ting, approximately 4 to 6 picas 
away. 
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. Hf, because of a printer's error or im- 


Proper proofing, you pull an addi- 
tional set of repros free of charge, 
number the proof ahead and insert 
the letters “N.C.” at the end of the 
guide line. 


. Set all identification lines typed with the 


copy (e.g., “Top of page 3,” “Cou- 
pon for self-mailer,” etc.) preferably 
in 10 pt. Fut. Demi. 


. Position all type matter in the order of 


the layout, even if it is not to be 
made up complete, and keep it in 
that order during subsequent proof- 
ings. Unless specifically instructed 
to the contrary, always give us new 
proofs of the entire form. Normally 
pull 5 proofs (coated or repros as 
requested) and | glassine. On lock- 
ups pull 2 coated, 3 news and 1 
glassine. Always leave enough mar- 
gin on your proofs for our routing 
stamp, proofreader’s marks, etc. 


. On final repros you may separate 


heavy display matter from lighter 
body copy in order to achieve a 
more balanced inking. Please do 
not retouch with a pencil on repros. 


- Square up each form carefully on a line- 


table, especially when it is made up 
in more than one column. 


. Check all proofs (not only repros) me- 


ticulously for broken or worn 
characters, workups, punching let- 
ters and uneven or smudgy inking. 


. In case of inconsistencies between copy 


and layout regarding the capitaliza- 
tion of display lines follow the lay- 
out rather than the copy, unless the 
copy is clearly marked up in regard 
to capitalization. If you have quer- 
ies please try to contact us before 
you start setting the job. 


. Type which was partly or entirely reset 


because it was pied, picked from or 
erroneously killed should be marked 
on the top sheet of the set of proofs: 
“This type has been reset! Please 
proofread completely!” If a line is 
reset which was not indicated to be 
reset it should be marked with a 
red pencil. 


. Please proofread our jobs most carefully. 


Remember that you are selling 
quality, service and accuracy. We 
will not and cannot tolerate prin- 
ter’s errors beyond that minimum 
amount which must be expected in 
this phase of the graphic arts. 











UPCOMERS 


Super Samrtas, America's fa- 
vorite tabric well covering now 
offers two current coftectons 
with more than 300 beautiful 
patterns. tn sédition to the ~ 
regula sample boob your cus. 
tomers can choose from the 
Cotorvague Cofiecton tor rom 
pletely coordinated home decor 
For the first time. « group of 
hand scrpened vat dyed tabrics 
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Upcoming AD 
Marvin Fireman 


Marvin Fireman is Executive Art Direc- 
tor for Regina Ovesey, Inc. He joined 
the agency in 1960. Marvin was born in 
New York City in 1932, studied at The 
High School of Music & Art (1950) and 
majored in fine arts at NYU where he 
earned his B.S. in 1953 and an M.A. 
in design in 1956. 

While studying for his M.A. he started 
his commercial career as a board and 
layout man for a small agency and then 
freelanced design and illustration. He 
wrote an illustrated children’s book on 
marine life, wrote and filmed a 15-min- 
ute sound, color film of a child seeing 
art in everyday life, “The Third Fye.” 

He has also been a staff designer with 
N.T.A., before their offices moved to 
California, and an AD with Biaine 
Thompson Co. on the Hess’s De art 
ment Store account and various th: tri 
cal accounts. 
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Upcomer 
Samuel Maitin 


Sam Maitin is a designer-artist-teacher. 
He’s won a raft of gold and silver 
medals from the Philadelphia ADC, 
NYADC, AIGA, and TDC shows. He 
has won the Philadelphia Printmakers 
Award twice, the National Etching 
Award, a Medal of Honor from the 
Society of Painters and Sculptors of 
New Jersey, and has had several one- 
man and many group shows. He lectures 
on printmaking and on advertising de- 
sign, teaches at the Philadelphia Muse- 
um and the Pennsylvania Academy of 
Fine Arts. He graduated from Phila- 
delphia Museum School of Art in 1949 
and the University of Pennsylvania in 
1951. Some of his clients: Warner-Chil- 
cott Labs; DuPont; Smith, Kline & 
French. 
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Upcoming photographer 
Stan Young 


Readers of American Home, Living, 
Brides, House & Garden etc. have been 
perked recently by some of Stan’s still 
life and food shots. Advertisers (BBDO, 
C&W, DFS, K&E, SSC&B and others 
down the alphabet) have been calling 
him too. He’s not limited to still-life, 
has a nice fashion touch too. 

A native New Yorker, he studied at 
the Art Center School. He’s now com- 
pleting a soon to be published book, 
helped develop a TV show called The 
World of Fashion, and collaboratec on 
the experimental film, “The Candy 
Dinosaur.” 





LIONEL HaMPton VOICES IN MOTION 
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VOICES IN MOTION 


Upcoming designer 
Irwin Schonhorn 


Irwin Schonhorn’s design is in motion. 
Irregular photo shapes, dynamic bal- 
ance, blurred type, experimental photo- 
graphy (by Scott Hyde for the Lionel 
Hampton album), counterpointing color 
and b/w areas, winding type on film 
reels, and colorful, often overlapping il- 
lustration give his work a bounce. Yet 
all is contained within a simple concept 
so that it reads quickly. 

He’s won ADC and TDC awards, has 
worked for NBC, Jack Wolfgang Beck, 
Peter Mehlich Organization. He studied 
advertising design at New York City 
Community College and radio and TV 
production and direction at the School 
of Radio and Telev‘sion Techniques. 
He’s 24. 
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Drawing by Robert Fawcett from a recent article in 
LOOK, “If The South Had Won The Civil War.” 


“T do many pencil preliminaries be- 
fore starting a drawing, and I use 
Blair Spray-Fix® to hold each one. 
My final drawings often embrace sev- 
eral media, from black ink, colored 
inks and dyes, to 
casein tempera, 
and I use Blair 
Spray-Fix to iso- 
late each stage. I 
find I can work 
over it perfectly.” 


“8 ~ Robert 
Fawcett 


Blair Art Products, P.O. Box 8648, Memphis 8, Tenn. 





Ta 
Philadelphia 


D. E. Ross Formerly na- 
to Mel Richman, Inc. tional sales mgr. 
for radio station 


WIP, Donald E. Ross has joined Mel 
Richman, Inc. as client representative, 
film staff. A Stanford graduate Ross 
studied photography at the California 
School of Fine Arts with Ansel Adams 
and the late Edward Weston. The 
Richman division creates animated 
films, slides and strip films for tv and 
industry. 


Philadelphia AG 

presents forum 

The Art Education Forum sponsored 
by the Artists Guild at the Philadelphia 
Sketch Club included a panel of edu- 
cators who discussed their schools’ prep- 
aration of students for the graphic arts 
world. Panelists were Raymond Ball- 
inger, Philadelphia Museum College of 


Art; Vincent J. Faralli, Moore Insiit: 
of Art; Albert Michini, Hussian Sch« 
of Art; and Nicholas Leslie, Stu 
School of Art and Design. 

Panel moderator was Robert D. Go d- 
man, asst. director, Division of Art Ec u- 
cation, School District of Philadelph:a. 
Howard Alber was chairman of te 
Forum. Co-chairman was Harry Brodsky. 


POOR 
RICHARDS 
ALMANACK 


OF FORA GP IME NOOR RICHARD CLOR HE im 


New look at Cover of Poor Richard's 
familiar face Almanack, published by 
Poor Richard Club, has 
a new view of Benjamin Franklin's 
face. It’s a black mono print — inked 
on glass and transferred by pressing 
paper against the glass. Type is brown. 
Credits: AD Norman Tomases, Recse 
& Tomases Advertising Design, Vil 
mington and Philadelphia. Design/ rt, 
Reese & Tomases. Type, Caslon A: ti- 
que, Typographic Service. Dycril Ph to 
Polymer printing plates, Typo Ph to 
Plate. 
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OBSOLETE ! 
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the sorkd s finest cooling system protection 
Dowgard Coniant is guaranteed” w do what we say it will do for two full wars 
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A BRAVO 


A Art Director: Jay Houtz 
Artist: Phil Davis 
Client: Great Lakes Steel 
Agency: Campbell-Ewald Company 
edia: Newspaper, B & W 
B Art Director: Patrick F. Hudson 
Artist: Jack Mills 
Client: Dow Chemical Company 
apa: MacManus, John & Adams, Inc. 
ja: Newspaper, B & W 
Art Director: Jim Hanna 
Client: Dodge Division 
Agency: Batten, Barton, Durstine & Osborn, Inc 
Media: Newspaper, B & W 
Art Director: Jay Houtz 


—— Lynn St. John 
Great Lakes Steel 


OENT RESISTANCE... SUlr = a+ ~. Agency: Campbell-Ewald Company 
0)/¢ = ~ Magazine—4 color 
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(ING CUSTOMERS... 


and occasionally a contest !!!! 


We get so engrossed winning customers for our client’s products, we 
plumb forget about contests. But, it’s always a pleasant surprise to 
learn our “winning customers” are officially recognized for their out- 
standing taste in art, design, illustrations, layout—and typography. 
Four BRAVO first place winners reproduced above just happen to 
have typography by Willens and some lettering by Headliners. 


Detroit's FIRST Advertising Typographers . . . since 1916 W I Hl I. NG 
GEORGE WILLENS and COMPANY * 1548 PORTER ¢ DETROIT 16, MicH. JERE 
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N EWS National Society of Art Directors 


3AD forms 
smmunications committee 


he national society’s publications com- 
ittee has been changed to the com- 
unications committee with an enlarged 
embership named on a geographical 
isis. Edward Wade is chairman. Com- 
ittee members are Gordon Aymar, New 
1k; H. Davis Clymer, St. Louis; Charles 
erhart, Cincinnati; Colin McMichael, 
Montreal; Ted Poyser, Los Angeles; 
Bradbury Thompson, New York; Roy 
Tillotson, New York; Robert Wetzel, 
3uffalo. The committee’s functions will 
include both internal and external com- 
munications, with most of the work 
handled by correspondence. At least one 
meeting will be held in New York several 
months in advance of the NSAD annual 
meeting. 


Cold war project 
proposed for NSAD 


Following the San Diego club’s proposal 
to the president of the United States that 
art directors be enlisted in the fight 
against communism, NSAD first vp 
Douglas Kennedy has outlined a pro- 
posed project that would involve NSAD 
in a program of “Visual Communications 
in the Cold War.” Kennedy’s plan in- 
volves the clubs working together on the 
one theme, with each club studying ways 
and means by which ADs, artists, design- 
ers and photographers can make their 
mtributions. 
The project would tap the knowledge 
and experience of professional adver- 
sing men who communicate ideas with 
rong visual thinking. NSAD would send 
representative to Washington with a 
ecific proposal of available NSAD 
rvices. If the proposal is favorably re- 
ived the total project would be divided 
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up so that each club could do detailed 
research and study in its assigned area 
of the overall plan. When the national 
project is completed an effort would be 
made to work with a government agency 
in follow-through. 

NSAD president Lougee urged interest 
and support from clubs, and ideas to 
help define purposes and limits of the 
project. 


Nominations for NSAD award 
call issued by Prezebel 


Kansas City club president Richard 
Prezebel, chairman of the 15th Annual 
NSAD Award, has asked for award nomi- 
nees from each of the NSAD clubs. Each 
club may nominate one man, either for 
his accomplishments this year or for con- 
tinuing excellence of performance 
through the years. Nomination deadline 
is Nov. 15. 

Art Direction magazine will publish a 
feature article on the nominations, listing 
the nominees, including brief biogra- 
phies, and illustrating examples of their 
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work. The nominee elected AD of the 
Year will be announced at the NSAD 
annual meeting next April. 

Prezebel emphasized, ““This award has 
gone annually to outstanding men in the 
profession and is the most sought after 
honor in design and art direction. As the 
art director has risen in stature in adver- 
tising and publishing, the significance of 
the NSAD Annual Award has increased 
equally.” 

McCall's AD Otto Storch was elected 
AD of the Year last spring, from a field 
of 11 candidates. Previous recipients in 
order of their election were: Paul Sher- 
riff, Charles Coiner, Bradbury Thomp- 
son; Gordon Aymar, John Tinker, Arthur 
Lougee, Frederick Boulton, Leo Lionni, 
Walt Disney, Saul Bass, George Giusti, 
Arnold Varga, and posthumously Wil- 
liam Golden. 


NSAD’s 16th meeting 
to be in LA 


A poll of 40 member clubs has deter- 
mined that the 16th annual meeting of 
NSAD will be held in Los Angeles next 
April, it was announced by NSAD presi- 
dent Arthur Lougee at the national 
society’s executive committee meeting 
held in October. 

ADLA has appointed past president 
Ted Poyser chairman of arrangements 
and Mrs. Poyser has volunteered to serve 
as hostess to wives of the NSAD repre- 
sentatives. A special invitation will be 
extended to the wives. A major ADLA 
event, The April Art Auction and Las 
Vegas Night, will be held the first eve- 
ning of the meeting. The club is prepar- 
ing a strong creative agenda to include 
personalities from the motion picture 
and tv industries. Entertainment will 
include tours of Disneyland, movie and 
tv studios. 





San Francisco 
holds its 12th 


Adrian Taylor, FCB, is general chairman 
of the club’s annual exhibition which 
will be hung in the International Bldg., 
St. Mary’s Square, beginning Nov. 17. 
Part of the selection jury here are John 
Laurie, Nick Sidjakov, Don Sternloff, 
Gordon Brusstar, Milton Halberstadt, 
and Bruce Bomberger. 


Marget Larson was also on this jury 
chaired by Bill Hyde. 

\wards jurors were Al Parker, Art 
Sherman, Peter Samerjan, Henry Wolf, 
Byron Ferris, Jack Roberts and James 
Cross. These judges were also conferees at 
the recent Eyes West design conference. 

rhe annual’s preview party will be 
held Nov. 17. Awards luncheon will be 
on Nov. 15. 

Other upcoming events include the 
annual miniatures auction to be held in 
Nicholas Hall Dec. 1. Members may enter 
3 miniatures, receive 2/3rds of the profit. 
Auctioneers are chosen from local enter- 
tainment circles and are aided by club 


members. Co-chairmen are Alice Harth, 
freelance designer, and Ray Ward. The 
Christmas party is being planned by 
program chairman Tom Hall and his 
committee. Albert Dorne will be guest 
speaker at the Nov. 8 dinner meeting to 
be held at Torino’s restaurant. His sub- 
ject, Creativity, So What. 


West coast clubs 
to hear Lougee 


A joint meeting of the Los Angeles and 
the San Diego clubs was addressed by 
NSAD president Arthur Lougee this 
month. While on the coast Lougee plans 
to confer with officers of other clubs 
including San Francisco, Portland, 
Spokane and Seattle. He will address the 
Seattle club Nov. 14, discussing aims 
and objectives of the national society. 
An NSAD executive committee meeting 
is also planned for the west with Lougee, 
first vp Douglas Kennedy and second 
vp Carl Klinghammer attending. 


Montreal elects 


New officers are president R. M. Buck- 
ham, manager/art director, art dept., 
Cockfield, Brown; first vp Gaston Parent, 
C.A.C.; second vp Sol Litman, A.P.L; 
treasurer Alan Wilkinson, Foster Adver- 
tising; secretary, Gary Seymour, Bomac 


lowans elect, 

hear 2 ADs 

Art Directors Assn. of Iowa officers are 
president Dale Steiger, Look magazine; 

first vp Harry Watts, Stevenson & Watts 
Associates; secretary Karol Kussart, Joe 


LaCava Advertising; treasurer Gordo: 
Keyte. Recent meeting program, A 
Critique of the Typical AD’s Job, in 
cluded panelists Robert Christiansen, . |) 
Look magazine, and Mort Graham, A 
W. D. Lyon Co., Cedar Rapids. 


Mort Graham 


Club planned to create a 10-min. tv 


spot to publicize the show, which is to be 


held Nov. 13 in the Iowa-Des Moines 
Natl. Bank lobby. 

Palmer Lowry, Service Photoprint, was 
guest speaker at a meeting held at Serv ice. 
He showed a Vue Graph presentation of 
his firm’s services, and the members 
toured the facilities. 


Phoenix elects 


New officers are president Keith W. \ ‘il- 
liams, Killgore Typesetting; first vp 1 4 
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Do rzbacher, P. W. Vorhees; second vp 
Ro vert Slagle, Connor Engineering & 

Te hnical Publications; treasurer Robert 
Ro equist; secretary Anna Mary Seyfert; 
Ne vsletter editor John Cedar. 


AD A awards 
Fet 16 


Th: 17th annual exhibition will be held 
ne: t spring, with an awards luncheon 
su) Xlanting the usual dinner dance. The 
lu: cheon will be held Feb. 16. Tickets 
for the affair are available from John 
Fe iey’s committee. The show portfolio 
wil be co-published by Western Adver- 
tisi g magazine. John Whyte, McCann- 
Eri kson, is show chairman. 


Der ver’s officers 
anc programs 


\D JD is led by president James L. 
Ellis, AD Tool & Armstrong Advertising; 
vp Herb Gilbert, Herb Gilbert Ad- 


hrst 


veriising Art; second vp Charlie Plumb, 
heal Graphic Design studio; secretary 


\rminta Neal, AD Denver Museum of 
Natural History; treasurer Bob Hesdor- 
fer, AD Broyles Advertising. 

Meetings are held the first Wednesday 
of each month at 7:30 p.m., in the Sky 
room, Security Life Bldg., 14th at Stout. 
Recent meeting programs, chaired by 
Bob Hesdorfer, included a panel of 
engravers demonstrating new techniques 
inciuding the Klischograph color scan- 
ner, Dycril plates, and 3M color mats. 
The latter presentation was by Truie 
Clark of Cocks-Clark Engraving. He ex- 
plained the 3M process provides pre-plate 
proofing for b/w and color on 3M acetate 
sheets, resulting in comparatively low 
wst and fast service proofs before plates 
tave been finished. 

The DuPont Dycril plastic engraving 
plate was explained by John Hurley of 
Colorado Engraving. Jack Shriner of 
Capitol Engraving exhibited examples of 
¢ngraving plates made on the Klischo- 
gaph electronic engraver, which pro- 
duces all types of halftone engravings 
uinc, copper, plastic, etc.) in sizes up to 
2"x16” in less than an hour from copy 
0 plate, and at costs said to be con- 
‘iderably less than standard methods. 

Jack Anderson, PM of Galen Broyles 
\dvertising, was also on the panel. 
nother recent meeting program was 
The What, Why, When and Where of 
fibn Animation. Mrs. Bill Kinser dis- 
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cussed the art and the business of film 
animation. 

The Denver club is distributing the 
ADCD Awards Show 5th Annual. Details 
from treasurer Jerry Ellis, 2581 Barnhart, 
Denver 4. 


Washington officers 


Club elections named president Dave 
Dickson, Army Times; first vp Don 
McCarten, US News & World Report; 
second vp Roy Teller, KMG; secretary 
Tom Engeman, Nation’s Business; treas- 
urer Al Hackl, Colortone Press. 


Cleveland establishes 
full term scholarship 


The first award of the ADC scholarship 
which will be given for “basic creativity” 
will be made at the 43rd annual Adver- 
tising School sponsored by the Cleveland 
Advertising Club. Griswold-Eshleman 
AD David R. London, chairman of the 
ADC education committee, announced 
that other awards recognizing various 
skills are awarded to School participants. 
An ADC member will be on the School 
panel to judge and grade the work of the 
1961-62 students. 

School procedure is to divide the class 
into small groups which work on the 
total advertising and marketing plans for 
an assigned product. The panel will 
choose the most creative group for the 
AD Award. This group itself will choose 
one member to receive the scholarship 
award, a full refand of the fee for the 
year’s course. 

ADC is also cooperating with the 
School by providing speakers and panel- 
ists who will offer art criticism. 


New York deadline 
Dec. 15 


Entries for the NYADC’s 4lst annual 
national exhibition must be received 
before Dec. 15 at the New York club 
headquarters, 115 E. 40 St., New York 16. 
The call for entries is being mailed early 
this month to all previous entrants. For 
details, contact the club, MU 5-4340. 
Judging will be held early in January and 
the show will open in the Park Gallery, 
Pepsi-Cola Bldg., 500 Park Ave., on 

April 16. It will be on exhibit through 
May 2, and open to the public daily 


except Sunday, 11 a.m. to 7 p.m. 
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St. Louis’ 4th 
awards announcements Nov. 15 


Gold, silver and bronze medals will be 
awarded at the awards banquet to be held 
Nov. 15 at Stan Musial and Biggie’s res- 
taurant. The medals were designed by 
ADC member Jim Cunningham with 
sculpture by Robert Blair. Show judges 
are Alice Westbrook, Chicago Advertis- 
ing Woman of the Year and vp/creative 
director, North Advertising; Paul Smith, 
vp/AD Ellington & Co., New York; Kim 
Taylor, former editor Graphis magazine 
and presently consultant on publications, 
University of Texas. 

John G. Sparkman is awards commit- 
tee chairman. Committee members are 
Tom McFarland, Mary Jane Becker, 
Jim Cunningham, William Lang, Garth 
Lehr, Ken Meng, Russell Paidrick, Bob 
Ruther, Gene Schacht, John G. Walsh, 
Jay Sartoris, Wayne Schlosser. 

The exhibit will be housed in 5 geo- 
space domes to be erected on Memorial 
Plaza, in downtown St. Louis. All award 
winning entries will be exhibited, includ- 
ing winners of 2 special awards, the 
NSAD Best of Show, and the Beacon 
award which is presented by Beacon 
Paper Co. of St. Louis, for originality and 
excellence in use of paper as part of a 
creative concept. 


Philadelphia programs— 
NSAD’s Lougee, SEP’s Riddle 


Jay S. Riddle, marketing mgr. Saturday 
Evening Post, will address the Philadel- 
phia club Friday, Nov. 10, 6 p.m. at the 
Poor Richard Club. His subject is The 
Creative Story Behind the New Post. 
Recent speakers included NSAD presi- 
dent Arthur Lougee and Robert M. 
Jones, AD RCA and owner of th: Glad 





Hand Press. Upcoming meeting dates are 
Dec. 10, Jan, 12, Feb. 9, March 9, April 13 
and May II. 

Lougee presented the national society's 
10 point program: I. An annual meeting 
to be held in varying locations, to be 
longer and more comprehensive, and to 
be more fully reported. 2. Increased 
administrative contacts between NSAD 
and the clubs. 3. Expanded scope for the 
work of the education committee. Lougee 
emphasized the contribution of the 
Philadelphia club in the person of Guy 
Fry who has submitted his 10th educa- 
tional report to the NSAD. 4. Wider 
participation by the membership in the 
nominations and election for the NSAD 
annual award and more publicity cover- 
age. 5. The improved NSAD section in 
Art Direction. 

6. A stronger NSAD News Bulletin, to 
be issued 10 times a year. 7. Encourage- 
ment of research projects and project 
reports. 8. Encouragement of activities 
reports from clubs. 9. Establishment of 
the annual NSAD exhibition to serve as 
a travelling educational exhibit over 
an extended period. 10. An intensified 
publicity program to create wider under- 
standing and appreciation of art direct- 
ing in business life. 


Toronto elects 
A. S. Furnival 


Officers for a 2-year term are led by 
president A. Stanley Furnival; first vp 
Ron Butler. These 2 posts were filled by 
acclamation. Other officers were to be 
elected. Two members of the executive 
board who have another year to serve are 
Jack Trevett and Jack Birdsall. Two 
more positions were to be filled. 
President Furnival, one of the first 
members of the club when he was a maga- 


zine AD, has spent many years in agency 
art and creative directing. He is creative 
director of Foster Advertising. 


Richmond hears 

Du Pont ad man 

Carl P. Palmer, supervisor of advertising 
production control, E. I. du Pont de 
Nemours & Co., addressed a recent Rich- 
mond meeting. A pioneer in adapting 
phototypography to offset, he is said to 
be the country’s foremost authority on 
phototypography and its potential in 
graphic arts. 


Detroit to 
publish 1st annual 


Accepted as well as prize entries in the 


‘Detroit show will be published late this 


month or early December. Publication 
chairman is AD Dick Hirn, MacManus, 
John & Adams. 

The show’s medal presentations were 
made at a banquet-dance held Sept. 30 
at the Hillcrest Country Club. Nationally 
syndicated columnist Sydney J. Harris 
was guest speaker. Over 600 people, one 
third of whom were agency and adver- 
tiser management, attended. All commit- 
tees involved in the event were co-chaired 
by members of ADCD and the Detroit 
Copy Club. 

Committee chairmen, with ADCD 
names listed first, were: Brochure, Barron 
Hoffar, Ted Wilner; Exhibition, Ray 
Colby, Phil Mason and Doug Paquin; 
Publicity, Glenn Gardiner, Jim Lodge 
and Dorian Hyskha; Awards, Joe Kidd, 
Roy Jackson, Len Kotowski and Chuck 
Sullivan; Dinner, Leigh Brown, Dick 
Candor: Tickets, Bruce Cox, Matt 
McCann; Decorations, Carlos Vazquez, 
Charlotte Voelker; Jury, Craig Bowen, 


Tom Murray; Student Awards, Jim Ber 
nardin; Annual publication, Dick H rm: 
Overall, Bruce Unwin, Ted Wilner 

Other activities of ADCD include: thy 
annual student art show. Winning | ece; 
were exhibited with the annual Al 
show’s Bravo awards and accepted n- 
tries. The student show, under the le dey 
ship of Jim Bernardin, attracted w rk 
from 59 students at 4 schools; Arts 
Crafts, Cranbrook Academy of Art, Uni 
versity of Michigan, Wayne State U 
sity. Judges reported sophisticatio1 
professicnalism in the student enti 
awarded 3 prizes and 5 honorable 
tions, more winners than ever befo 
this event. 


Chicagoans plan 
their show 


Gene Kolkey, vp Leo Burnett, and Chuck 
Ax, N. W. Ayer, check the call for entries 
Ax is chairman of Chicago’s 29th show 
which will be held in the Prudential 
Bldg. Nov. 22-Dec. 15. The winners and 
runners-up will be announced at the 
awards dinner, Nov. 20, at the Palmer 
House Grand Ballroom. In addition to 
the hanging at the Prudential, the ex- 
hibit will be made available as a touring 
show, and an annual book of the winners 
and runners-up will be produced. 

Other activities of the Chicago club 
include a series of programs on Great 
Minds of the 20th Century. ADCC and 
the Copywriters Club of Chicago are 
sponsoring the monthly dinner meetings 
Initial speaker was Harold Taylor, edu- 
cator/author/ philosopher who was 
formerly president of Sarah Lawrence col 
lege and participated in the Aspen 
conference last summer. The meetings, 
open to non-inembers, feature spea)ers 
who are, according to ADCC presid 
Lee King, “learned students of our 
society, that same society we strugg! 
effectively communicate with every 
Hearing and talking to them will be 
stimulating exercise in creative 
orientation.” 

Reservations are accepted at S1 
2-7488. 
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Robert J. O'Dell 


CREATIVITY ON PAPER 


paper colors, die-cut index 


In his 1960 calendar winner (#247 in 
Art Direction’s Creativity on Paper Con- 
test), Philip J. Lack, president, Raleigh 
Lithograph Corp., emphasized colored 
papers. 

Front and back covers are double- 
weight Strathmore Rhododendrum 
black; single weight stock mounted on 
back cover provides a gusseted stand-up 
feature. 

Front cover is printed in 2 colors. 
The numerals, 1960, set in Franklin 
Gothic, News Gothic, hand lettering, 
and printed offset black ink on black 
cover, serve as a background for “The 
Yea’ Nineteen Hundred and Sixty,” 
silk screened in cerise. 

P: rchkin Parchment flyleaf's “reptile 
skin texture is appropriate for intro- 
duc 1g “Prehistoric Pets, a slight de- 

ire from the norm in calendar il- 


make calender easy to use 


j oc Toes 


Uithagraphed by PRALESGIAG 100 Sut Avenue - New York - Worth 61880 MOVEMBER 


lustration.” Flyleaf introduction — in 
green, cerise and black—uses a Consort 
initial. Raleigh’s credit line is Franklin 
Gothic. Wide body text is News Gothic 
Condensed. 

For monthly pages, Strathmore Chro- 
ma Cover in mauve, ivory, green, blue, 
rose, yellow and gray were used, with 
5 colors repeated to round out the cycle. 
It was chosen for its felt finish and 
range of subtle colors. Printing 3 dif- 
ferent colors on each month to contrast 
with stock tones aided the colorful 
effect. Year, month and days were hand 
lettered, based on the Consort face. 
Each page featured a “prehistoric pet,” 
carefully researched for description and 
habits, and printed with a double im- 
pression of black. 


Designed for wall-desk use, the calen- 


dar has a die-cut vertical “index,” con- 
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» OCCEMBER 
venient for flipping to any month when 
the calendar was used on desks. 

Robert J. O'Dell, promotion AD for 
House & Garden, did the design and 
illustrations—even wrote the “pets” 
copy. “It was a designer’s dream,” he 
explained. “On one calendar we used 
12 colors!” 

Paper is a major consideration even 
before he finishes a design. “Besides 
color and texture, paper feel and snap 
are most important. I’m finishing my 
5th Raleigh calendar. Each have Gif- 
fered in shape, in blending art, paper 
and typography. For '59 we used a dull- 
coated glossy stock with metalic gold- 
silver inks; for '61 an ivory felt finish 
with crayonlike drawings in 6 colors. 
But for 60 we wanted to highlight the 


colored papers.” 
S 
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LITHO-STRIP 


Ribbon of metal makes trademark for 
Litho-Strip Corp., 
Chicago. Symbol suggests metal passing 
through heavy machinery, also the 
corporate initials L and S. 
Credits: Designer Robert 
Associates. 


Kennedy 


Graphic arts groups 
form council 
Print Promotion Council is the tenta- 
tive name of an organization of graphic 
arts and publishing industries who es- 
tablished temporary headquarters in 
the offices of engraving firm Collins, 
Miller & Hutchings, 333 W. Lake St., 
Chicago. Harry E. Collins, board chair- 
man of CMH, is chairman of the 
group’s organization committee. Execu- 
tive director is Robert E. Borden, who 
has served as director of publicity for 
Commonwealth Edison, Folding Paper 
Box Assn. of America, and other firms. 
The promotional council will be co- 
sponsored by trade associations and 
trade unions. Organization committee 
members include Arthur H. (Red) Mot- 
ley, president Parade Publications, and 
chairman of the board US Chamber of 
Commerce; Arthur B. Langlie, former 
governor of Washington and now presi- 
dent of McCall Corp. 


in 
' Chicago 


Averill memorial book 

published in Chicago 

The John Averill committee, an in- 
formal group of longtime friends of the 
late Chicago artist and writer, is pub- 
lishing a 64-page book of Averill’s writ- 
ing and art. A limited edition, it is de- 
signed by Walter Howe. Author Harry 
Owen has written an introduction and 
collaborated with Howe in the organi- 
zation of the Averill material included 
in the book. The book will contain 2 
color and multicolor pages, and will be 
the same size as Averill’s personal pub- 
lication, Seed Corn. It will have a per- 
manently sewn binding with fabric 
cover. Harold Tribolet, national au- 
thority on bookbinding, supervised the 
binding. 

Major graphic art groups in Chicago 
are sponsoring the project. To publish 
the book, John Averill’s Seed Corn, a 
non-profit organization, Molehill Press, 
has been established. Publication date 
has been set for Thanksgiving. Price $5. 
Orders from Molehill Press, 200 S. 
Michigan Ave., Chicago 4. 


Jordan, Sieber & Corbett 

adds 3 

Chicago pharmaceutical advertisin :/ 
marketing agency Jordan, Sieber & 
Corbett has appointed David T. G»l- 
den, Jr. AD, Emmett McBain graphics 
designer, and Richard J. Quinlan siaff 
artist. Golden was executive AD of 
Harry C. Phibbs Pharmaceutical Adver- 
tising, AD of Kolb & Abraham, and also 
on the staffs of other agencies and 
firms. He won a 1961 award from 
Society of Typographic Arts. 

McBain, formerly head of his own 
studio McBain & Associates, had been 
promotion AD for HMH Publ. Co., has 
won many graphics awards, and has had 
his work represented in national and 
international publications. One of his 
designs was included in the American 
National exhibition in Moscow, 1959. 

Richard Quinlan, who headed Quin- 
lan Studio with offices in several loca- 
tions on Michigan Ave., has serviced a 
number of the largest agencies in 
Chicago. s 
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ST. LAWRENCE OFFSET... known for Strength, Stability, 
Opacity and all the important properties of a quality uncoated 
paper, not just one. 


ST. LAWRENCE OFFSET knows its way around a printing 
press: Lies flat; faithfully reflects even the softest art tones; 
excels at high speed; freezes color, tones and inks beautifully 
—on the surface...in every detail. 


ST. LAWRENCE OFFSET knows its way around a budget, 
too—especially on volume runs. Truly, an all-around performer 
...ONE versatile Newton Falls paper to provide ALL specific 


job needs. 14" 
vd 
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330 WEST 42ND STREET, NEW YORK 36, NEW YORK 
MILL AT NEWTON FALLS, NEW YORK 
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or the‘‘pro 


OR: penny wise, 
pound foolish! 


The intelligent artist 

who makes his living 

with brush and 

paint knows he cannot 

afford to use anything 

but the finest materials available. 

Saving pennies on supplies and losing the 
advantage of working with better tools is 
obviously “penny wise and pound foolish.” 
Winsor & NEWTON on a brush or color 
means it is the best of its type . . . therefore, 
the artist chooses Winsor & NEW7ON. 
Surprisingly, they cost no more than ordin- 
ary brands. In the new Winsor & NEWTON 
catalog, the “pro” will find such items as: 
Artists’ Professional Water Colors 

© Designers’ Superfine Gouache Water 
Colors ¢ Spotting and Retouching Colors 

¢ Poster Colors ¢ The finest red sable 
brushes and fashion quills ¢ Albalin White 
© Chinese White ¢ Process White and Black 
Film Designers Colors, and many others 


Send for the new WN catalog 
~~ enclosing .25 to cover 
W mailing cost, to... 
DEPT. AD 11/61 

AX Ge | Winsor & Newton Inc. 

881 Broaoway, New York 3, N. Y. 

Canadian Agents. The Hughes O<wees Ce. Lid. Montresi 
Catiferman Distriputors The Semwanecber-frey Ce.. Sen Francisco 














GRAPHIC ARTS DESIGNERS 


ATF type specimen sheets are valuable tools of your 
trade. Be sure you get them. Send your name and ad. 
dress (home, preferably), on business letterhead to 
American Type Founders, 200 Eimora Avenue, Elizabeth, 


New Jersey. 
TS = RRR aE: 
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on the 
West Coast 


Harry Bremner ADs 

new agency in SD 

J. B. Neiser & Co., a newly created 
advertising, sales promotion and public 
relations consulting firm in San Diego, 
has named Harry Bremner AD. Brem- 
ner, a Chouinard graduate, has worked 
with Macy’s and Wanamaker’s of New 
York and with Art- Associates of San 
Diego. He has also free lanced design 
and layout consultation. 

Neiser, organized by president/gen. 
mgr. Joseph B. Neiser at 520 E. St., 
handles real estate, building trades, 
industrial, electronics and aerospace in- 
dustries. 


LA artists & photographers 
contribute to Chest appeal 

W. Montgomery Starkey, vp/regional 
mgr. BBDO, heads a committee of 4A 
agency volunteers contributing their 
services to an ad campaign for the 
Los Angeles Community Chest. Photo- 
graphy, for the 2nd consecutive year, 
was donated by Phil March, Bill Helms 
and Hal Adams. 

For the first time in several years 3 
Chest ads will feature art. Contributors 
are Bart Doe, Neil Boyle of Group 
West and Elgas Grim of Studio Artists. 
Services are being contributed by 
George Williams, president of Studio 
Artists; Bob Proctor; Fred Taubitz of 
Fred Kopp Advertising Art. Designer 
Sylvester Brown is creating a series of 
small space ads for the appeal. 


Advertising Associates 

reorganizes in SF 

Opened as a reorganized agency at 155 
Fell St., San Francisco, with estimated 
initial billings of $250,00, Advertising 
Associates has named Don Moore AD. 
He had operated his own art service. 
President is Earnest Snazelle, owner of 
Snazelle Film Productions; account sup- 
ervisor is Don Blum, formerly head of 
his own agency; media director is Jean 
Baker, who had been with CBS sales 
staff, Chicago. 





Charles P. Galt named 

Long’s SF manager 

The San Francisco office of Long Ad. -r- 
tising will be managed by Charles P. 
Galt, who will also continue to act as 
vp and creative director of the fi a. 
Galt, a painter who has exhibited wa >r- 
colors and oils, has won machinery « iv. 
first prize for 5 years in Finan: ial 
World’s annual reports contest, w-th 
his reports for Food Machinery Ccrp. 
He is a member of the Art Directors 
and Artists Club of San Francisco. 


Felix V. Waser 

opens studio in LA 

Designer Waser, who has had studios in 
Paris and Mexico City, has opened a 
studio at 575 S. Barrington, Los 
Angeles. A graduate of the Art School 
of Zurich, he also completed a graphic 
designer’s apprenticeship at Art Insti- 
tute Orell-Fuessli, Zurich, and received 
the Swiss Confederation diploma in 
graphics and lithography. He also stud- 
ied in Paris at Art Academic de la 
Grande Chaumiere. 

In the US since 1958, he has been 
director of graphics and packaging for 
W. B. Ford Design Associates, Detroit. 
He won a certificate of merit from the 
NYADC for his Electric Auto-Lite 
(Toledo) program. 4 
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CAMERA HAWAIll 


Advertising and editorial 

illustration photography. 

Hawaii's top photographers 

directed by WERNER STOY 

CAMERA HAWAII, Inc. 

206 Koula St., Honolulu — Cable:CAMHAWA 
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Art 


rection / The Magazine of Visual Communications 


REACH 


Place yourself in Art Direction’s Buyers Guide. 
It’s been the buyers’ standby for the past ten years 
because its almost 2500 listings are classified by 
specialties, making it easy for the buyer to find just 
the talent or service he’s seeking. There are 257 
categories and new ones will be added if necessary. 

Art Direction’s Buyers’ Guide is your best, most 
economical way to reach the most key buyers in 
any of the country’s 40 major art markets. Classi- 
fied listings are as low as $1.75. 

Here’s a good way to reach an up-to-date list 
too, because Art Direction’s list is updated every 
month, reaching new buyers as well as old, and 
no matter what their job title—advertising man- 
ager, sales promotion manager, art director, com- 
pany artist, vice president in charge of marketing, 
photographer, designer, editor, production man- 
ager, purchasing agent—these are just a few of the 
many job titles covered as a result of 10 years of 
building this directory. You'll reach your pros- 
pects in companies, agencies, studios, publications, 
printing plants—wherever there are art buyers. 


Do it now... 

Fill out the order form on page 2 of this form now. 
To get your share of the business, tell them who 
you are, where you are, what you do. 


Deadline for listings is November 15, 1961 


/ November 1961 


13,000 buyers 
of art, 
design, 
photo, 
graphic arts 
services 
in the 
lith Annual 
Buyers’ Guide 
published by 
Art Direction 





LAST CALL, °°: 

Send in your listings NOW 

for the 11th Annual National 
Buyers Guide. Deadline is 
November 15th. This is your 
once-a-year opportunity for 
12 months of advertising 
with a single month's 
insertion. Just check, sign 
and return the attached form, 


but fast! 


If your have sent in your 
listings, please disregard 
this notice. 














instructions 


Classified listings 

(see listings 1 to 251 on next page) 
For: agencies, artists, photographers, 
art suppliers and manufacturers, 
graphic arts firms. Also, studios adver- 
tising specialized services. 


1. There are 251 separate classified 
listings. 


Each classified listing is $2.50. For 5 
or more listings, each listing is $2.00. 
For 10 or more listings, each listing is 


$1.75. 


2. Each classified listing is g lines. First 
line is name and telephone number. 
Second line is address. Third line 
is advertising copy and is optional. 
Third line copy cannot exceed 45 
characters including spaces. 


g- Use order form below, type or 
print. If ordering more than one list- 
ing with third line copy, specify listing 
number for each third line. 

4. Order as many listings as you want. 
Use your letterhead if more space is 
needed. 


This is a sample classified listing: 


George Edwards MO 7-5764 
1810 Rittenhouse Sq., Philo. 3, Pa. 
public relations booklets, packaging 





Representative’s listings 

(see listings 252-254 on next page) 
For: representatives of artists, photog- 
raphers, copywriters. 


1. List your artists, photographers, 
copywriters on your letterhead. 


2. See sample listing. You may, in one 
or two words, list artists’ or photog- 
raphers’ media, subject, technique. 


3. Listings are $2.50 for your name, 
address and phone, and $2.00 for each 
talent name listed. 


This is a Ll tative’s listing: 





Don Arthur MO 7-5764 
626 E. 38th St., N.Y.C. 16 

William Boro, men's fashion illustration 
Joan Mello, fashion artist, pastels 





Studio listings 
(see listings 255-257 on next page) 


For art or photographic studios ad- 
vertising all their services in a single 
listing. 


This ie a sample studio listing: 


255. ART STUDIOS 
Ad-Art 
217 North B'way; Wichita 2, Kansas 


1. Complete the order form. 


List your art or photographic services on your letterhead. 


2 
3. Listings 255-257 are $7.50 each. 
1 


You may also order one or more classified listings numbers 1 to 251. 


i 
ntl 


OTHER SERVICES 


architectural renderings 


order form ART DIRECTION - 19 W. 44th STREET, N. Y. 36 - YUkon 6-4930 


Yes, I want to be listed in the January 1962 issue in the 11th Annual Buyers’ Guide, as follows: 


Classified listings 
For 5 or more listings, each listing is $2.00. 
Representative’s listings [5 252 art...[ 253 copy... 254 photography....$ 

$2.50 for representative plus $2.00 for each artist, photographer, copywriter listed. 


Studio listings. [5 255 art... 256 photography... 257 copy....at $7.50 each ¢.... mae 


NAME 


1 to 251.., 


$2.50 each listing..... peewee t:- i bsade tial 
For 10 or more listings, each listing is $1.75. IMPORTANT! 


$...... 


REMITTANCE MUST 


Total $ 


ACCOMPANY ORDER 








Print exactly as you wish it to appear in Buyers’ Guide 


CITY 


ZONE STATE 


ADDRESS 








See Nos. 1-251 


on next page 


TELEPHONE 





Srd line copy for classified listings, cannot be over 45 characters 





~~ Number Your advertising copy for 3rd line listing Number 


Your advertising copy for 3rd line listing 





~~ Number Your advertising copy for 3rd line listing Number 


Your advertising copy for 3rd line listing 








Your advertising copy for 3rd line listing Number 





Your advertising copy for 3rd line listing 


Your advertising copy for 3rd line listing 


252-257 (List your artists, photogs, copywriters. services on your letterhead 





DEADLINE FOR LISTINGS IS NOVEMBER 15, 1961. DON’T WAIT. GET YOURS IN NOW. 





Pe Dee Cee a ee ne 






category index 











or 
t- 
£:T 
4 1. advertising design 
2. advertising strips 
3. airbrush 
t. 4. airbrush renderings 
. 5. annual reports 
1S 6. architectural rendering 
7. art directors, consultant 
8. beok jackets 
9. booklets, direct mail 
10. Bourges technique 
11. cor cards 
12. cartoons 
13. catalogs 
14. charts 
15. color separations 
16. comic books 
_ 17. continuities 
18. displays 
19. exhibits 
20. fine art for industry 
21. greeting cards 
22. ideas 
23. interiors 
24. labels 
25. layouts 
26. letterheads 
27. maps 
28. mechanicals 
29. oil painting 
30. package design 
” 31. pen and ink 
32. pharmaceutical design 
33. point-of-sale 
34. portraits, painting 
35. posters 
36. presentations 
37. product design 
38. props 
39. record albums 
40. editorial art technique 
41. scale models 
42. scratchboard 
43. sculpture 
44. spots 
45. stock art 
46. trade marks 
47. trade publishing art 
48. wash drawing, b/w 
49. watercolor 
ILLUSTRATION 
50. aeronautical 
51. animals 
= mane 52. automobiles 
53. biblical 
54. characters 
55. chemical 
56. children 
57. children’s books 
58. decorative humorous 
59. fashion & style 
60. figure 
61. furniture 
62. general 
63. historical 
64. home furnishing 
65. humorous 
66. industrial 
T 67. interiors 
, 68. landscape 
DER 





marine 


70. medical 

71. product, still-life 

72. props 

73. shoes 

74. sport 

75. still-life 

76. story 

77. stylized 

78. symbolic 

79. technical 
LETTERING 

80. alphabets, designed 

81. illuminated lettering 

82. LeRoy lettering 

83. lettering 

84. paste-up alphabets 

85. paste-up color sheets 

86. paste-up shading film 

87. photographic composition 

88. photo, film, process 

89. photographic variations 

90. planotype lettering 

91. Varigraph lettering 
RETOUCHING 

92. carbros 

93. color toning 

94. dye transfer 

95. fashion 

96. Flexichrome 

97. Fluorographic 

98. industrial 

99. photo, b/w 

100. photos, color 

101. products 

102. technical 

103. transparencies 
Tv 

104. animation 

105. art 

106. cartoons 

107. direct color prints 

108. film production 
: 109. hot press 

110. lettering 

111. lettering, photo 

112. props 

113. slides 

114. story boards 

115. titles 


ART SUPPLIES 


116. 
117. 
118. 
119. 
120. 
121. 


acetates, overlays 
adhesives 

air brushes 
animation colors 
artists brushes 
books 

Bourges materials 
bristol boords 
canvas 

charcoal & pastel papers 
colored papers 





to 251, classified listings Listings 1 to 25) are $2.50 each. 





127. 


crayons and chalks 


128. drafting supplies 

129. drawing instruments 

130. erasers 

131. fixatives 

132. fluorescent materials 

133. fluorescent paper 

134. hand lettering sheets, etc 

135. illustration boards 

136. inks 

137. lettering templets 

138. manufacturer 

139. masking inks & opaques 

14C. negative opaques 

141. office supplies 

142. oi! colors 

143. pads, blocks, sketch books 

144. palettes 

145. pastels 

146. pencils 

147. pens * 

148. picture frames 

149. retouching materials 

150. retail art stores 

151. sketch boxes 

152. slide rules 

153. watercolor materials 
PHOTOGRAPHY 

154. aerial 

155. animals 

156. antique arms 

157. architectural 

158. birds 

159. cats & dags 

160. children 

161. color 

162. consultants 

163. editorial 

164. experimental 

165. fashion 

166. general 

167. human interest 

168. illustration 

169. industrial 

170. interiors 

171. landscapes 

172. location 

173. magazine photography 

174. murals 

175. photo agencies 

176. photo-reporting 

177. printons 

178. products 

179. props 

180. publicity 

181. reportage 

182. slide films 

183. stereo 

184. still life 

185. stock photos 

186. trick photography 


PHOTO REPRODUCTION SERVICES 


187. 
188. 
189. 
190. 
191. 


Anscochrome processing 
b&w prints in quantity 
carbros 

color assemblies 

color prints in quantity 





color separations 
copy of artwork 
duplicate transparencies 
dye tronsfer prints 

dye transfer prints, giont 
Ektacolor 

Ektachrome processing 
enlargements 
Flexichrome 

montage 

mural color transparencies 
photocomposing 
photocomposing on 
transparencies 
photomurals 

reprodupe 

reprodye 
reproportioring 
screened veloxes 

slides 

strip-ups 

35mm negs. & positives 
transpcrencies 
transparency art 

type “"C’* prints 
viewgravh slides 

color film strips 
cclorstats 

copy prints 

ozalids 

ozochromes 

photostat: 

photostats on acetate, in 
opaque black or white 
visyalcast slides 


GRAPHIC ARTS 


acetate proofing 
advertising presentations 
ad pre-prints 

bindery 

display manufacturers 
envelope manufacturers 
gravure plates, printing 
industrial comic books 
lithography 

poper merchants 
photoengravings 
photogelatin printing 
printers, letterpress 

silk screen printers 

type direction 

type foundry 
typographers, A.T.A., N.Y. 
typographers, hand 
typographers, machine 
typography, old fashioned 
typography, photo 
Varityping 


OFFICE SERVICES 


247. employment agencies 
248. messenger service 
ART SCHOOLS 
249. schools 
AGENCIES 
250. model 


251. 





talent 





ARTISTS’ 





REPRESENTATIVES 252 








252-254: representatives’ listings Listings 252, 253, 254 are $2.50 each, plus $2.00 for each artist, photographer, or copy- 
writer listed. Complete the order form and list your artists, photographers or copywriters on your letterhead. 


COPYWRITERS’ REPRESENTATIVES 253 PHOTOGRAPHERS’ REPRESENTATIVES 254 









including spaces. 
ART STUDIOS 


2s (List any or all of the follow- 
ing on order form or your 
letterhead) 
0 creative 
0 service 
0 annual reports 
0 brochures, folders 
0 cartoons 
D design 
D direct mail 


CD illustration 
0D layout 

CD lettering 
(0 mechanicals 
DD packaging 
0D posters 


O) presentations 


O retouching 
0 TV ort 


(CD industrial 


C interiors 


(other services) 


form or your 


PHOTO STUDIOS 
256. (List any or all of the follow- 
ing on order 
letterhead) 
D0 children 
D0 fashion 
D0 food 
CD illustration 


CD) location 


D product 
DC reportage 
0 slide films 
CO still life 
O tv 


(CD motion pictures 


255-257: studio listings: Listings 255, 256, 257, are $7.50 each regardless of number of services listed. 


Complete the order form and list your services (see below) on your letterhead. Data under ‘‘Other Services'’ is limited to 60 characters, 


257. 


(other services) 


COPY STUDIOS 


(List any or all of the follow- 


ing on order form or 

ietterhead) 
catalogs, folders 
direct mail, inserts 
sales promotion 
ads, commercials 
print and air copy 
publicity, P.R. 
dealer aids, letters 
product literature 
presentations 
newsletters, reports 
annual reports 
sales training 
copy—contact serv. 


(other services) 




































































trade talk 


ART DIRECTORS BOSTON: Marvin 


Feit. president and 

AD of Marvin & Leonard Advertising, 
went to Italy and France to study fashion 
and foctwear styling, ad and promotion 
trends .. . CHICAGO: Richard G. Cum- 
mins was elected a vp and named to 
the newly created post of creative direc- 
tor, central div. EWRR. He's a former 
creative director of the a‘yyency in New 
York but will now make his headquar- 
ters in Chicago. Before coming to Chi- 
cago, he had spent 2!/2 years as creative 
director of Aitkin-Kynett, Philadelphia... 
DALLAS: Robert L. Schafer was named 
AD/AE of Warren K. Bredlow Advertis- 
ing. He was on the sales staff of Allied 
Artists Studio, Detroit . . . Freelance artist 
Bill Grant named AD cf Paul Berry Co. 
. DENVER: Bill Moomey left Cocrs 
Brewery for Schlitz in Milwaukee. Herron 
Edens was promoted from asst. to AD at 
Coors . . . Norm Burton dissolved N. E. 
Burton & Associates and is now AD at 
Prescott & Hull agency .. . Robert L. 
Jones and Edna Sherman. long assoc- 
iated in Salesvertising Art, have amiably 
parted .. . Jim Vessey, AD with Harola 
Walter Clark agency, now freelancing 
from Sherman-Plaza . . . Bill Kinser frcm 


Uptime Corp., Broomfield, to Tool & 
Armstrong Advertising . . DETROIT: 
Lee Bleifeld from C-E and MJA to Zim- 
mer, Keller & Calvert . . . INDIANA- 
POLIS: ADI is holding an annual show, 
an intensive drive for membership, mon- 
thly meetings at Continental Hotel, 
travelling its 1961 exhibition, expanding 
the educational program, and dinner 
meetings Nov. 10, Jan. 12, Feb. 9, March 
9, April 13, May 11. Recent speaker was 
Chuck Ax, creative director Ayer Chi- 
cago . . . KNOXVILLE: Vp/creative di- 
rectcr John Payne of Charles Tcmbras & 
Associates is supervising the agency's 
new division, C.T.A. Studio of Advertis- 
ing Art. Walter Simpson manages the 
div., Lee Roy Roberson is studio acct. 
mgr. .. . LOS ANGELES: Jack Eipper 
and Hal Stebbins, Inc. to 9229 Sunset 
Blvd. ... MILWAUKEE: AD Arthur Beier, 
Andrews agency, was elected treasurer 
of the agency . . . MINNEAPOLIS: Ralph 
R. Ledin, former exec AD of Minneapolis- 
Honeywell, now head of art dept. Gould, 
Brown & Bickett . . . NEWARK: Gerald 
Verbel was named creative director of 
Douglas Turner, Inc. .. . Paul A. Keller, 


now AD with Gordon & Burton, has been 
assoc. AD for McCall's pattern div... . 
NEW YORK: William H. Schneider went 
to Greece to think over future plans. He 
left Donahue & Coe as exec vp, may 


enter motion picture producing, or xd 
business . . . Exec AD Lous Magn:ni 
has been named vp of Marsteller, Ri k- 
ard, Gebhardt & Reed .. . Alexan: er 
Mohtares was named exec AD at C ii- 
rurg & Cairns. He had been art grc ip 
supervisor at Grey . . . Ernest G. Sc 
fone, exec AD of Gellert-Wolfman Pu |], 
was made a member of the managem 
board . . . Recco E. Campanelli f 
BBDO where he was associate AD 
McCann-Erickson as AD... Kay D. 
now vp for creative services, Rev 
from NCK where she was vp/crea 
director . . . Juichi Odani is resident 
for American operations of Dentsu 
vertising of Japan. He'll do liaison 
tween Japanese clients and Ameri 
agencies .. . Michele Ricciardi now 

at Hazard ... Norman Kosarin f » 
Altman Stoller now an AD at FSR... 
Marce Mayhew, vp/director of the 
dept., was named a director cf Rec ch, 
McClinton. William Benner, a crea 
supervisor, was promoted to new pos of 
associate creative director . . . Car) §, 
Harris, AD and supervisor of the art 
dept., Y&R, teaching agency art direc- 
tion at School of Visual Arts evening 
classes .. . Richard A. Dellalonga row 
with Robert Brian Associates as AD. He 
had been studio mgr. and associate AD 
of Morse International . Victor J. 
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M kus was named AD at Frank Barth 
vertising ... Gerald Repp, former free- 
ce AD of Young Americans magazine, 

« w associate AD of Woman's Day... 
Bundzak, who was head AD and 
igner at Rudolf Schaefer, Inc. for the 
10 years, is freelancing from 55 

. k Ave., OR 9-1527 . . . David Leiter 
ied Burke, Charles & Guignon, Great 
*k, as creative director ... Walter 
intz now with Schwab, Beatty & Por- 
as vp/creative director .. . 3 B&B 
supervisors are teaching an adv- 
ed course Tuesday evening at School 
Visual Arts: Robert Pliskin, vp in 
rge of art, and ADs Dick Ende and 

N« man Gorbaty .. . Michael Latta 

jo' ied FSR as an AD... Norman Sny- 

de, former AD of the late American 

G n magazine, now ADing new monthly 

US 4-1, a news magazine to debut De- 

ce iber from 310 E. 44. Will buy art and 

to; photo-journalism. Snyder's number, 

Mi 6-6062. Page size wili be 10!/2x13. 

Mcgazine will be letterpress printed, will 

inciude color. The monthly will be di- 

vided into 3 sections: US World, US 

Times, and US Ways of Life . . . Recent 

visitor was Hubert Troost, head of Troost 

Werbeagentur GWA, Dusseldorf. Origi- 

nally a designer and art studio owner, 

he entered agency business 10 years 
ago, new has the 4th largest agency in 


West Germany, employing 230, and spe- 
cializing in marketing and package 
goods design . . . Woodcuts by artist/ 
AD Charles Egri were featured in win- 
dow display at Empire City Savings 
Bank . . . Cipe Pineles Burtin, after re- 
signing as AD of Mademoiselle (asst. 
AD Roger Schoening was promoted to 
AD), has been compiling a book about 
the work of William Golden, late crea- 
tive director of advertising and sales 
promotion of CBS TV, who died in Octo- 
ber 1959. The dummy has been com- 
pleted, and the work will be published 
early in 1962. Mrs. Burtin is now avail- 
able fcr projects ranging from design, 
ADing, to recipe painting assignments. 
She is at 132 E. 58 St., PL 3-0766... 
PHILADELPHIA: Irv Adelman, formerly 
asst. AD at H. L. Yoh Co., is now AD of 
Engineering Publications, M&T, recently 
formed division cf M&T Co., contract 
engineering firm . . . PITTSBURGH: Vic- 
tor F. Boero from KMG where he was 
AD to FSR as director of art . . . RICH- 
MOND: Maxie D. Mason from asst. AD 
to AD at Cabell Eanes. A member of 
the Richmond ADC, he has won many 
national and local awards ... ST. 
LOUIS: Chester Wells has been named 
president of Associated Exhibition Man- 
agement, an associate company of 
Grosch-Tucker. Wells had served as 








Compare! 
TRIANGLE 


‘custom-crafted 
water colors 


100 brilliant cclors—finely 
ground of quality pigments 
and superior media. 


Concentrated colors — no 
fillers — maximum tinting 
strength and value. 


In jars — for ease of color 
selection, convenience of 
use. Long storage life. 


No waste. Good to the last 
brushful. 
Write for our hand-painted 


chart — one brush stroke of 
color direct from the jar. 


TRIANGLE COLOR COMPANY 


Producers of fine color since 1918 


1026 North Water Street 
Milwaukee 2, Wisconsin 
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ILLUSTRATOR 


Advertising iliustrator with at least 3 years 
of experience wanted for rapidly expanding 
agency. Salary open. Excellent working con- 
ditions in new, custom-designed building. 
Write giving complete details. 


ART DIRECTOR 
HESSELBART & MITTEN ADVERTISING COM- 
PANY, 201 West Cedar Street - Akron 7, Ohio 

















LAYOUT ARTIST 


Minimum 3 years advertising layout experi- 
ence. Excellent working conditions in new, 
custom-designed building. Salary open. Out- 
standing possibilities in rapidly expanding 
agency. Write giving complete details. 


ART DIRECTOR 
HESSELBART & MITTEN ADVERTISING COM- 
PANY, 201 West Cedar Street - Akron 7, Ohio 











Bob Gelberg, INC. 
Photography 
Florida & the 


Caribbean 


ADVERTISING + ARCHITECTURAL « EDITORIAL 
350 Lincoln Rd. / MIAMI BEACH / JE 8-5125 








e 6. write up this job 


ticket ...it’s another order from 
our ad in ART DIRECTION—it gets 
results! ...call yukon 8-4930 at 


19 w. 44 st. n.y. 36 ge 





manager of expositions for American 
Society for Metals. He has also becn 
secretary/treasurer of the Natl. Assn. >) 
Exhibit Managers for the past 12 yec:s 
af G Gertmann Studio added Nom 
Sturdy and Tilford Smith ... Ted Hym 
opened a design service studio. He w : 
AD and executive at the Kentheon Cc 
.. . At Obata Studio: Designers Donc 
Behrens and Nick Bova and artist ] 
Stinger. Behrens was an industrial « >- 
signer at Cassell Paul, also at E: 
Claus Associates. Bova has been a g 
phic designer in movie studios, did 
for Chevrolet. Stinger just left Whol Sh 
Co. ... Al Thiele rejoined Cassell Px 
& Associates and represents Bill } -. 
Namee, Jean Flowers, Don McCa 
Ralph Draper, Dave Fine, Jim Barry, D 
Bennett, Pat Fahey and Otto Reuter . 
SAN FRANCISCO: Peter Mock now w h 
Guild, Bascom & Bonfigli as print A ). 
He had been freelancing art and desi n 
.. . Keith Wurschmidt from Schlage Lc :k 
Co. to Gadsby Advertising . . . SPRIN 3- 
FIELD, N. J.: Alan J. Broder, who wis 
with Mel Richman, Inc., now PM of 
Keyes, Martin & Co. Broder has be:n 
AD and PM for Madison Ave. agencies 
and studios, is a graduate of Pratt and 
Parsons . . . WESTPORT, CONN.:: Paul 
Hartley, who was creative account super- 
visor at C&W and for Newell-Emmett, 
now with David O. Lyon, Inc. as an 
associate. He has been an independent 
color consultant and a design consultant, 
was connected with Famous Artists 
Schcol, founded the Hartley Course for 
oil painting .. . 
ART & DESIGN BAYONNE, N/J.: Dec- 
orative illustrator Bill 
Gorman and wife Jan Gary moved 
studios to 43 W. 33rd St., but retain 
phone HEmlock 7-3599 . . . CHICAGO: 
Statmaster Corp. opened sales and serv- 
ice offices here at 205 W. Wacker Dr., 
plans to do the same in Cleveland ... 
STA’s Oct. 5 meeting was addressed by 
Sanford Cobb, vp sales promotion and 
development, Rand McNally, and Chris 
Arvetis, AD Rand McNally. They dis- 
cussed the Life Pictorial Atlas. Oct. 26 
program was on corporate identity, pre- 
sented by Bruce Beck, Carl Regehr, 
Robert Vogele. Nov. 21 guest speaker 
will be Will Carter, Rampant Lions 
Press, Cambridge University. Christmas 
party will be held Dec. 14... . DAYTON: 
Richard L. Custenborder from Hugo 
Wagenseil & Associates to art staff of 
Weber, Geiger & Kalat . . . DETROIT: 
Theodore E. Luderowski, James E. Fekeie, 
and Douglas N. Cabell were named «s- 
sociates at W. B. Ford Design Associa‘es 
... Statmaster Corp. plans to open sa.2s 
and service offices here . . . ELKHA#T, 
IND.: Christine Tuveson from Chico jo 
studios H. Vincent Allen & Associa‘ 2s 
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cid Port Studio to Juhl Advertising as 
istrator and layout artist... ENGLE- 
OD, N. J.: Fred Witzig, designer/ 
istratcr at 240 E. Palisade Avenue., 
well 7-1834, designed brochure for 
Center of Northern New Jersey... 
SCOTT, KANS.: Art Talent contest 
high school seniors is being spon- 
ed by General Federation of Women’s 
bs and Hallmark Cards. Mrs. Douglas 
AcCrum, of 220 S. Eddy, Ft. Scott, is 
WC national art chairman. Entries 
st be submitted through local affili- 
t d women’s clubs; before April 1. 
me is America Today. Hallmark will 
vide $600 scholarships to 3 winners. 
st state winners wili also receive 
av ards from GFWC ... LOS ANGELES: 
St: master Corp. opened sales and serv- 
ice offices at Hollywood-Taft Bldg. ... 
MI MPHIS: Helmut Grebe added Bobby 
Duin, from Merrill Kremer . . . Jimmie 
Jar ison moved to Dermon Building... 
NE VARK, N. J.: Sherwood A. Barnhard 
we: elected president of the Lasky Co., 
crettive lithography and letterpress prin- 
ter. He succeeds Saul Lasky, named 
chcirman of the board .. . NEW YORK: 
At Art Students League a series of lec- 
tures on anatomy by Robert Beverly 
Hale, beginning Feb. 5. . . Lester Wun- 
derman, president of Wunderman, Ricotta 
& Kline, in a speech before the Hundred 
Million Club, criticized direct mail for 
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“imitativeness, crudity, bad taste and 
hack work.” Most companies, he said, 
refuse to pay extra for creativity. “They 
run screaming for the hills when adver- 
tising agencies suggest that direct mail 
should become a medium entitled to 
standard agency commission.” The Hun- 
dred Million club's Nov. 9 meeting will 
be addressed by Malcolm Forbes, pub- 
lisher of Forbes magazine. October meet- 
ing speaker was Jerry Hardy, Life Books. 
Club meets for luncheon at 12:30, Shera- 
ton East, 5lst St. & Park Ave., Nov. 9, 
Jan. 11, Feb. 8, March 8, April 10, May 
10, June 7. Non-members are welcome. 
Reservations with secretary Mary Clark, 
Catholic Digest, PL 3-0828 ... Frank 
Ryan paintings are used in BOAC tour 
folders . . . Jewish New Year greeting 
sent by Lafayette National Bank of 
Brooklyn was blue, black on white de- 
sign of prayers from Union Prayer Book. 
Designer Martin K. Speckter . . . Martin 
Rosenzweig, a consultant in graphic and 
exhibition design and formerly AD of 
Coronet, and Skidmore, Owings & Mer- 
rill architectural designer Harold Krisel 
did Alcoa's Forecast Fantasyland, a 
playland of aluminum designs... AIGA 
Trade Book Clinics will be held Nev. 8, 
on Education of a Designer; Jan. 10, 
What is the Editor's Responsibility to- 
ward the Design of a Book; Feb. 14, 
Craft cf Using Available Typefaces; 
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Repro, Acetate, Photo-Wax, Typor- 
tional and Color-Aid proofs are 
available through Progressive on an 
overnight basis to most parts of the 
East Coast. Set from one of America’s 
largest selections of type faces. Write 
for details about our facilities and our 
special, high-speed mail service. 

PROGRESSIVE Composition Co. 


9th and Sansom Sts., Phila. 7 WaAlnut 2-2711 
9%, 
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The PROGRESS » HANSON » PROGRESSIVE Group 
One of America’s Most Complete 
Graphic Arts Organizations 
Branches: 

New York « Pittsburgh « Lancaster « Wilmington 
Baltimore « Washington * Richmond « Charlotte 





LETTERI N G ? Several exclusive innovations 





make it hard to distinguish this new ATF type face 


from custom hand lettering. 


Frequently-used characters have slightly different alternates. 
Regular and alternate versions were designed to be 
used at random. See examples in this ad. Can you spot them? 


Turn certain lowercase letters upside down and 
you have additional alternates. (They will align, too.) 


Designed by Freeman Craw, Ad Lib is available 
from ATF type dealers in 18, 36 and 60 pt. 


Send for a specimen folder! 


This is Ad Lib, 
an ATF type 


An 2rican Type Founders, 200 Elmora Avenue, 


Eli abeth, New Jersey 


_w sir-EE! 





bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


NEW BOOKS 


232. 12th Annual of Advertising & Editor- 
ial Art of 1960. Toronto Art Directors 
Club presents 291 examples of best Cana- 
dian ad-editorial art of 1959. $10. 

233. Visual Design in Action. Ladislav Sut- 
nar. His early modern concepts & de- 
sign progress principles. Subjects include 
typography; visual interest, continuity, sim- 
plicity and unity; corporate image, logos, 
trademarks, slogans, symbols, consumer- 
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' trade ads, direct mail, p-o-p, books, cata- 
; logs, magazines, PR and store personality. 
1 $17.50. 
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Advertising Directions 2. Arthur Haw- 
kins & Edward Gottschall. Advertising, 
graphic arts, production & communication 
trends, particularly sophistication, are dis- 
cussed by 28 outstanding pros—from illustra- 
tion, typography and photography fo ads 
tailored for different industries and media. 
Valuable reference sections. Successor to 
last year's Advertising Directions 1. $11.50. 
236. Graphis Annual 1961/62. Hastings 
House. 10th Anniversary Edition of the 
tri-lingual International Yearbook of Adver- 
tising Art, edited by Walter Herdeg. Offers 
a crow's nest view of the whole commercial 
design field. $15. 
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ANNUALS 
225. New York Art Directors’ 39th Annual of 

Advertising and Editorial Art and Design. 
Edited by Howard C. Jensen. Designed by George 
Elliott, senior AD McCann-Erickson, the book's 
400 pp. 8x11%, illustrate the show's 474 pieces 
in b/w but brilliant color is used for slipcase, 
bindings, endpapers. Different second colors are 
used in various sections, colored dividers sepa- 
rate the sections. Editorial features include a 
program summary of the Fifth Visual Communica- 
tions Conference, by Frank Baker, conference 
director. $15. Also available, 38th Annual, $15, 
No. 197; the 37th, $12.50, No. 182; 36th, $12.50, 
No. 165; 35th, $12.50, No. 146. 
215. The Penrose Annual, Vol. 54. Edited by 

Allan Delafoms. The new edition of the 
British classic international source-book on the 
graphic arts has 120 pages of articles reviewing 
and copious b/w and color plates and inserts 
illustrating trends and developments in esthetics, 
economics, techniques, and industry. $12.50. 
220. The Picture Universe. U.S. Camera 1961. 

Edited by Tom Maloney. Includes a full 
color 4 ft. pullout view of Switzerland by Emil 
Schulthess, portfolios by Alexander Liberman (from 
his book The Artist in the Studio), Alfred Eisen- 
staedt, Roy Stryker (The Lean Thirties), William 
Klein (Rome), Harper's Bazaar (March 1960), Eve- 
lyn Hofer (The Stones of Florence), Vogue feature 
editor Allene Talmey on Penn, Irving Penn (Mo- 
ments Preserved, from his book of the same title). 
Photography in Space. $10. 
231. ‘60 Annual of Advertising Art in Japan. 

Edited by Art Directors Club of Tokyo. 
Annual features award-winning ads, 1960 World 
Design Conference notes, and bi-lingual reports. 
300-pp. 8'%°" x 12''. $12.50. 


PRODUCTION 
204. Advertising Agency & Studio Skills. Tom 
Cardamone. How to prepare art and me- 
chanicals for repro. Detailed, illustrated. $4.75. 
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208. The 4 Color Process Guide. Sure to become 

standard reference work for 4 color process 
reproduction. This 11x14 200 page book showing 
full range obtainable in print using the four process 
colors was ADed and designed by Louis Dorfs- 
man, in collaboration with Harry and Marion 
Zelenko. Scientific, accurate, objective and 
orderly system for determining precise color 
wanted. Over 5600 large color patches, each 
almost two square inches. 3 and 2 color sections 
are included. Plastic viewer isolates patches for 
exclusive examination of one color against black, 
white, and process colors. Special introductory 
price, $110 prepaid. 10-day trial period. 


216. The Grand Three-Color Blending Book. 

Hans Gaensslen. Unique guide. 50 12x12 
pp. letterpress and 50 pp. offset, in 1 edition, 
show 2-color combinations with black, and 3 col- 
ors in various combinations—more than 10,000 
shades of color. With each 3-color table are 4 
design examples comparing effects a design has 
in different color combinations and repro meth- 
ods. Examples also show effects of overprint- 
ing and screening. Book includes information on 
printing inks, production of posters in tempera, 
choosing most suitable paper and screen, etc. $45. 


218. Color Swatch Book. Contains 500 pages of 
printing ink colors, with over 24,000 per- 
forated color swatches for easy removal. One 
section is printed on coated, another on uncoated, 
to facilitate exact matching. Designed for artists, 
designers, buyers and sellers of printing. Indi- 
vidual color sections can be reordered and in- 
serted. $47.50 prepaid, 10 day money back 
guarantee. 


219. Lee Streamlined Copy-Fitting Handbook. 

Arthur B. Lee. Comes with the Lee Stream- 
lined Copy-Fitting Gauge, made of Vinylite, which 
fits into a pocket inside 2nd cover. The book has 
32 pp. of Linotype and Intertype faces with com- 
plete alphabets of all available sizes up to 18 pt. 
The gauge scale to be used for linear character 
count is indicated next to each alphabet showing. 
Many other aids included. Printed in 2 colors, 
6x9 pp. $4.95. 


227. A Book of Type & Design. Oldrich Hlavsa. 
498-page, 2-color indexed Czechoslovakian 
compendium of 250 various-size Roman faces most 
popular in Europe and America is a cross-section 
from the foremost foundries and a practical 
manual and working specimen book of available 
book, periodical and jobbing types. $12.50. 
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228. The Styles of Ornament. Alexander S;eltz, 

Paperback edition of Dover's ‘59 00; 
(David O'Conor's translation of 2nd German egj- 
tion) presents 3,766 illustrations, represe iting 
ornaments’ entire range from prehistoric to mid- 
19th Century times—all reproducable withou' per. 
mission or payment. $2.25. 


229. Haberule Visual Copy-Caster. 6th Ec tion. 

Quick character counter, 2 colors, 5 astic 
bound, 4-48 pt., over 800 faces, alphabe zeg 
manufacturer-grouped — plus 29 caps-l.c. most 
popular face specimens. 53 precision pic unit 
character scales expedite counts of over |,000 
fonts. Plastic type gauge has 6-11 agate ar ; 12. 
pt. scales, Elite-Pica typewriter character « >unts 
and 6"" rule. $10. 


230. Creative Color. Faber Birren. Psychol: 3ico! 
concepts in color manipulations, do: -nant 
harmonies, law of field size, chromatic light, :olor 
systems. iridescent-luminous effects. ‘' rely 
achieved effects" finish each chapter. $10. 


GENERAL 


211. The Madison Avenue Handbook 9). 

Paperback annual diary/directory lis! cor- 
porate names, addresses, phone number: and 
art-staff key buying factors among New Yor! con- 
mercial art practitioners and consumers. \ddi- 
tional listings for Chicago, Detroit, Los An eles, 
Miami and San Francisco. In all, 24 cate: ories 
are covered. Each diary spread has roo 1 for 
write-ins and features a column of 22 ex ense 
items. $4. 


212. Commercial Art as a Business. Fred C. 

Rodewald and Edward M. Gottscha!!. Re- 
vised and enlarged edition of the book by the 
late Rodewald, himself a commercial artist, origi- 
nally pubished in 1954. Brought up to date—in- 
cuding statistics not available before—by Ar 
Direction editor Gottschall. Contains latest infor- 
mation on markets, prices, practices, media needs, 
contracts. $4.95. 


235. Reality in Advertising. Rosser Reeves. 
Argues that ads must sell, not entertain 
Stresses importance of a unique selling proposi- 
tion and market research. Downgrades brand 
imagery and originality, nevertheless required 
reading for ADs and graphics men. $3.95. 


224. Who’s Who in Commercial Art and Pho- 

tography. Director's Art Institute. Collec- 
tion of lists of artists, photographers, agents, 
studios, representatives, art buyers. The last cate- 
gory is broken down into ad agency, book pub- 
lisher, magazine, business. Name, address, phone 
and specialty category listed for producers 
buyers. $15. 





Amt. Encl. $ 





Please send me, postpaid, the books corresponding to numbers circled below. 
146 165 182 197 204 208 211 
224 225 227 228 229 230 231 


All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 
New York City delivery. Payment must be made with order. Add 5% per title 
for delivery outside USA, except APOs. 


212 215 216 218 219 220 
232 233 234 235 236 

















If you want a book not listed, send your order and we will try to get it for you. 
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Aarch 14, Trade Books in the School 
ibrary; April 11, Paperbacks from Aldus 
> Perfect Birding . . . Pratt Institute’s 
chool cf Continuing Professional Stu- 
ies featured children’s book illustration 
nd design taught by Fritz Kredel, Char- 
s Mazoujian, Lynd Ward, Velma Var- 
er, Morris Colman, Warren Chappell, 
lizabeth Riley . . . Promotion for The 
rimbans studio: a deck of cards, thumb- 
iil size, using old prints, color overlays, 
1ch card with slogan for the day with 
iumorous copy and visual . Russ 
‘ ynkiss of Vital Design Associates de- 
gned cover of the NY Telephone Co. 
« rectory .. . Howard H. Fogel opened 
« litorial, publicity, advertising office at 
4 Lexington, MU 5-1542 BBDO 
« tist Robert Tallon exhibited 17 of his 
}aintings at Manhattan Savings Bank, 
} adison Ave. and 47 St. . . . School of 
\:sual Arts presenting design course by 
I an Chermayeff and Tony Palladino; a 
n2w course in serigraphy (design for 
s |k screen) by Sal Jon Bue . . . PHILA- 
L&LPHIA: Robert Fawcett recounted his 
r-ofessional experiences for recent meet- 
ing. of Artists Guild .. . Mel Richman, 
Inc. acquiring additional capital to 
finance expansion. Adding to creative 
staff, realigning executive functions... . 
Artists Guild has an Art Buyers Listing. 
Active members may use it by contact- 
ing Harvey Simpson, Western -Savinrgs 
Fund Bldg., Room 1001, PE 5-3952 ... 
New AG members are Claire M. Font- 
aine, Leon Snyder, Donald Joseph Tynan 
. Kathryn Tyrrell and Ronnie Komada 
have a new studio at 314 S. 17th, room 
317, LO 3-8919 . . . PITTSBURGH: Car- 
negie Institute of Technology, College 
of Fine Arts, has appointed Howard T. 
Glasser asst. professor of drawing and 
design. Now at 1360 Denniston Avenue, 
Pittsburgh 17, he has moved from his 
New York studio where he was freelance 
designer, typographer, calligrapher. He 
is a former instructor of Cooper Unicn 
. PROVIDENCE, R. I.: School of Design 
named to faculty: Walter Plata, asst. 
professor of graphic design, here for a 
year from Frankfurt, Germany, where he 
is a typographic designer and lecturer 
for Bauer Type Foundry; Thomas Morin, 
asst. professor of sculpture, former head 
of the sculpture dept. at Silvermine 
Guild School of Art; Roland J. Belhumeur, 
instructor in painting, formerly on the 
staff of the University of Southwestern 
Louisiana; Michael Burton Mazur, instruc- 
tor in painting, who held an assistant- 
ship in printmaking and drawing at 
Yale... . ST. LOUIS: David M. Homeier 
now with service staff at Warwick Typo- 
¢ aphers YORK, PA. Howard 
WN King, consultant director/typography, 
n oved to 384 Tri-Hill Drive, York. 


DEATHS Award winning artist/AD 

Gordon Steele died in Syra- 
cuse, N. Y. after a long illness. He was 
55. Holder of 38 prizes for his paintings, 
he recently had been with Doug Johnson 
Associates, Syracuse agency ... . Illus- 
trator Earl Christy, died at his Freerort, 
L. I. home at age 78. His cover girls 
were famous for more than 40 years. 
Born in Philadelphia, he lived in New 
York for years but retired to Freeport 
after a series of heart attacks ... Art 
editor George Rupprecht, 59, of Motor 
Boating magazine, died in New York 
following a short illness. A 1923 graduate 
of Pratt Institute, he began his profes- 
sional life as an artist with Farm and 
Fireside magazine. He later worked with 
many agencies including BBDO. He 
wrote and illustrated the manual, Basic 
Sailing, under the penname of M. B. 
George. A lieutenant commander in the 
Navy during World War II, he later 
served in the War College. 


PHOTOGRAPHY: Hoebermann Stu- 


dios, New York, 
played host to a party of 30 visiting 
photographers during the PPA conven- 
tion... Foto/Find Picture Agency, Cleve- 
land, recently moved to larger quarters 
at 128 Engineers Bldg., CH 1-0122. Mana- 
ger William C. Baughman is a former 
picture editor with National Geographic 
magazine and Fawcett Publications and 
is a professional photographer... Ari- 
zona Photographic Associates, Inc. to 
2350 W. Holly, own building. Phone is 
602 (area code) 258-6551. They won first 
prize in photo category and the Best of 
Show award at Phoenix ADC's first 
annual ... Richard Avedon was ap- 
pointed contributing editor of Playboy. 
He was also recently named a contri- 
buting editor of Show Business [Illus- 
trated Jerry Greenberg has an 
article on underwater photography in 
recent issue of Camera, the Swiss pub- 
lished international magazine of photo- 
graphy ... United Press International 
has a presentation designed by its Com- 
mercial Photography Div. circulating at 
New York agencies and advertising 
depts. of industrial firms . Marvin 
Saunders, sales manager of Pagano, Inc., 
has returned to active duty with Fleet 
Air Detachment, Air Anti-Submarine 
Squadron 837, as Chief Petty Officer. 
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YOURS: Outstanding 

Letterhead Design Port- 

folio — created by the 

Advertising Design De- 

partment of world- 

Tel. b famous Pratt Institute - 
on Parsons King Cotton 

Business Papers. Write 

on your business letterhead 

for Portfolio Number 452 


Parsons PAPER DIVISION 


NATIONAL VULCANIZED FIBRE CO. 
HOLYOKE, MASSACHUSETTS 








Graphic Design! 


55 park avenue, new Bull Bugdyek 16,n.y. 
oregon 9- 1597 => 














Sor finer wjpegraphy 


KENT 


TYPOGRAPHIC SERVICE, INC. 
250 W. 49th STREET, NEW YORK 19 


CIRCLE 5-2445 








DISCOVET: 


Graphic Design with sales sense 


LARRY KERBS StUDIC 


ANNUAL REPORTS & HOUSE ORGANS 
DIRECT MAIL @ ILLUSTRATION 


155 East 44th St. NY 17 & TN 7-0040 








sole 
distributor 
of Mercury 
products 


need 
supplies ? 


phone 
JU 6-1090 


fastest 
deliveries 
in town 


a ae rates and consideration 
given to students and art groups 








[iM NEVER WITHOUT MY 


ACROLITE FIXATIVE 





ready reference 


to have your firm listed call YUkon 6-4930 


ART MATERIALS 
Lewis Artists Materials Inc. 
Sole distributor of Mercury Products 


158 W. 44 St., N. Y. 36 JU 6-1090 


HISTORICAL PRINTS 
The Bettmann Archive 
Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 
136 E. 57th St., N. Y. 22 PL 8-0362 


PHOTO EMPLOYMENT SERVICE 


Prestige Personnel Agency 

Experienced and trainees—all phases 

Careful screening—no charge to employer 

130 W. 42 St.. New York 36 BR 9-7725 


PHOTO SERVICES—COLOR 
Robert Crandall Associates, Inc. 
Duplicates, retouching, assemblies, photocompos- 
ing, processing. 
58 W. 47 St., N. Y. C. 36 Cl 7-7377 
Ferrara Color Studios, Inc. 
Creators of Colorsemblies 
Ektas assembled, retouched, duplicated 
112 W. 48 St., NYC 36 Plaza 7-7777 


Kurshan & Lang Color Service, Inc. 

Reproduction quality dye transfers. 

Ektacolor prints & duplicate transparencies. 
Quantity color prints & slides. 

Professional color film processing same day & 
overnight service. Reputation based upon finest 
custom quality color for past 10 years. 


10 East 46th Street, N. Y. 17, N. Y. MU 7-2595 


Norman Kurshan Inc. Color Service 

Quality dye transfers, C-prints & stats. 
Duplicate transparencies, art copies, slides. 
24 hour custom color processing. 

Call Norman Kurshan directly at 


8 West 56th St., N. Y. 19, N. Y. JU 6-0035 


Jack Ward Color Service, Inc. 
Type ‘“‘C"’ prints—duplicates—dye transfer prints 
Color -processing— 


202 East 44th Street MUrray Hill 7-1396 


RETOUCHING 
Ted Bellis 
Color and B/W retouching 


19 West 44th St., NYC 36 MU 2-6570 


Color Transparency Retouching Studio 
Finest Retouching and Assembling 


58 West 47 St., NYC 36 Cl 7-7377 


Robert Crandall Associates, Inc. 
Transparency retouching and assembling by 
experts. 


58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Davis * Ganes 
Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome ‘'C"’ Prints. 


509 Sth Ave., N. Y. 17 MUrray Hill 7-6537 


Tulio Martin Studios 
Transparencies 

58 W. 57th St., N. Y. 19 Cl 5-¢4 
Donald D. Van Vort 

Creative retouching. Flexichromes, dye trans 
'C'' Prints, Ektachrome & b/w retouching. 


41 Fast 42 St., NYC YU 6-( 755 


SALES PRESENTATIONS 
Robert Crandall Associates, Inc. 
Projection duplicates of excellent quality. 
58 W. 47 St., N. Y. C. 36 Cl 7- 


Maximilian & Rita Kerr Studios 

Design, Art, Photography: Slides & Filmst 
Brochures, Sales Aids, Charts, Maps & Lette 
171 E. 33rd St., N.Y.C. LExington 2-4879/ 


Presentation Department 
® Visual Aids * Promotional Material ® Silk S« 


4 W. 40th St., N. ¥. C LOngacre 4 


Rapid Art Service, Inc. 

Creative Art Studio ¢ Silk Screen © Typesetti: 
Letterpress ¢ Bookbinding ¢ Charts and Ma 
Exhibits & Displays © All under one roof, wit 
craftsmen and 15,000 sq. ft. of space to give 
the fastest service in New York. 


304 E. 45th St., NYC 17 MuUrray Hill 3-! 215 


Wiener Studio 
Charts * Posters * Slides * Hand Lettering 


12 East 37 St., N. Y. C. MU 6-(64 


SILK SCREEN PROCESS 
Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 
12 E. 12th St., N. Y. 3 OR 5-7280 


Masta Displays Inc. 
20 years leadership in silk screened 
posters and displays 


230 W. 17th St., N. Y. C. CH 2-3717 


Rapid Art Service, Inc. 
Midtown's largest silk screen shop 
highest quality — fastest service 


304 E. 45th St., NYC 17 MUrray Hill 3-8215 


STILL LIFE 
Sidney Gold 


Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TEmpleton 2-8876 


STOCK COLOR TRANSPARENCIES 


E. J. Cyr 
All subjects * reasonable rates. 


111 Forest St., New Canaan, Conn. 203 WO 6-0772 


STOCK PHOTOS 
Biff Baughman, Foto/Find Picture Agency 
Advertising & Editorial Photography & File 
128 Engineers Bidg., Cleveland, O. CH 1-0122 


Walter Chandoha 
Animal Photography-Specializing in Cats & Dogs 
Annandale, N. J., 201 State 2-3666. 


Underwood & Underwood Illustration Studios, | 
Reserve illustrations for advertising . . . Editori 


& promotional use. Not connected or associ 





with any other company using the Underwoo i & 





Underwood name. 
319 East 44th St., N. Y. 17... . MU 4-5400 
646 North Mich. Ave., Chicago 11, Ill. DE 7- 








»pwood & Underwood News Photos, Inc. 
subjects: Historical, Industrial, Scenics, 
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Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . . . world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AD 245. Wilton, Conn. 
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Bainbridge’s Sons, Charles T. 
Bauer Alphabets, Inc. 

Bebell & Bebell Color Lab 
Blair Art Products 

Boro Typographers, Inc. 
Bundzak, Bill 

Camera Hawaii 


Chaite Studios, Inc., Alexander E. 


Comart Associates 
Continental Arms 

Cooper School of Art 
Crescent Cardboard Co. 

Di Franza-Williamson Assoc. 
Dover Publications, Inc. 


Du Pont de Nemours Co., Inc., 


Eastman Kodak Co. 

Eberhard Faber Pen & Pencil 
Edstan Studios 
Fairchild-Groeneveld-Fitzgerald 
Famous Artists Schools, Inc. 
Faraghan Studio, George 
Federman, Adams & Colopy 
Fenga & Donderi, Inc. 
Fotoflez Co., The 

Franklin Typographers 
Friedman, A. 
Friedrichs Co., 
Galloway, Ewing . 
Gelberg, Bob, Inc. 
Graber Art Assoc., 
Greenberg, Jerry 
Greene & Assoc., Al 
Grumbacher, Inc., M. 

H. H. Art Studies, Inc 
Haberule Co., The 

Henschel & Co., Inc., John 
Hesselbart & Mitten ... : 
Hoebermann Studios 

Hunt Pen Co., C. Howard 
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K & L Color Service 
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Kerbs Studio, Larry 
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Kurshan Color Service, Norman 


LaDriere Studios 
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Langen & Wind Color Labs, Inc. 


Le Beau Studios, Inc. 
Lewis Artists Materials 
Lucygraf Mfg. Co. 
Macbeth Daylighting Corp. 
Madison Avenue Handbook 
Marks Color Labs, Ralph 
Marquardt Paper 
Mask-O-Neg 

McGraw-Hill 

McNamara Bros. 
Mergenthaler Linotype Co. 
Monogram Art Studios, Inc. 
Monsen Typographers 
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National Card, Mat & Board 
Nelson-Whitehead Paper Co. 
Newton Falls Paper Co. 
Oxford Paper Co. 

Parsons Paper Co. 
Permanent Pigments, Inc. 
Peterson Color Labs 

Photo Lettering, Inc. 
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Progress-Hanson-Progressive Group 


Protype Graphics ° 

Rapid Typographers, Inc. 
Regina Photoprint Studios 
Rich Art Color Co. 
Russo, F. A. 

Sarel Paper Co. 
School of Visual Arts 
Service Typographers, 
Shaw Assoc., Rik ; 
Shiva Artists Colors 
Steig Products ’ 
Strathmore Paper Co 
Sweet, David ones 
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, Art Studio, Harry 
Ward Color Service, Jack 
Willens & Co., George 
Winsor & Newton 
Winstanley, Inc., Warren 
Ziff-Davis Publishing Co. 
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National Society of Art Directors 
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WE PRODUCE 
PHOTOGRAPHIC 
EXHIBITS . . . AND 
LIGHTBOXES? ANY SIZE 


write for RSA glossary of 
181 photographic services 


RIK SHAW ASSOCIATES, LTD. 
250 W. 57 ST., N.Y. 19, PLAZA 7-3988 
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@ monthly feature 


One of the main and most exciting 
functions of an art director is the judg- 
ing of art. He gets paid for looking at 
pretty pictures and making profound 
remarks about them. 

In many advertising agencies, and 
other businesses of communication, the 
only expert on visual matters is the art 
director. His comments, his criticisms 
are waited for with bated breath. Few 
of his co-workers feel, deep down, that 
their knowledge of graphics equals 
his. After all, everyone knows by now 
that the title “art director” does have 
something to do with art. Some art 
directors have even gone to art schools 
and seem to be able to talk impres- 
sively on colors, composition, design, 
and other strange topics of interest. 

Why is it then that, notwithstanding 
their indisputable reign in the world 
of graphics, some art directors are still 
reluctant to voice opinions on art? 

Like professional politicians, some 
art directors develop a _ remarkable 
knack for making non-committal com- 
mitments to illustrators or photo- 
graphers or whomever else. Art direc- 
tors will give out the assignments, ex- 
plain the jobs thoroughly, work hard 
to get what they want, but at the final 
presentation they mumble such nebul- 
ous utterances as- these: : 

“I don’t think this is too bad.” 


“/ DIRECTLONS 


% 
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“T know much about art 
but I don’t know what 
I like’ 


“They may like it.” 
“My guess is as good as yours.” 
“I hope the client will go for it.” 
Such neither-here-nor-there comments 
are especially disconcerting to the 
people who have spent days, and often 
weeks, preparing the piece of art. The 
sale depends on the reaction of the 
buyer. Often, the sale runs into thou- 


‘sands of dollars. 


As far as the artist or photographer 
knows, the buyer is the art director. He 
is the man who handed him the job. 
More often than not, he is the only 
person they deal with. He represents 
the advertising agency which in turn 
represents the advertiser. He is the ex- 
pert. Why doesn’t he know then what 
he likes and what he doesn’t like? 


Middle-of-the-road art directors who 
prefer not to commit themselves on the 
art they’re buying are relinquishing one 
of their most important prerogatives. 

Sometimes it may appear safer to 
have a wait-and-see attitude. The ac- 
count executive may have a few strong 
opinions of his own. The copywriter 
may throw up his arms in despair and 
declare that this isn’t what he wanted. 
And, most importantly, the art pur- 
chase may not impress the man who is 
paying for it: the client: It is easier to 


by Stephen Baker 


say nothing to the artist or the photo- 
grapher or the representative until their 
work has been seen by all of these 
critics. 

It is easier but not necessarily better. 
We still think that the art director 
should have a few firm convictions all 
his own. What’s more, we think he 
should spew them forth before the 
artist’s work is shown to the client. He 
should be more than just an echo cham- 
ber for the client; he should be able - 
and willing — to express his own views; 
he should represent himself. 

Sometimes, an art director’s point of 
view, stated firmly and intelligently - 
and often enough times — can work 
wonders. His opinions will influence 
copywriters, and are likely to be re 
peated by the account executive to the 
client. In the long run, these ideas may 
help to sell the kind of work the art 
director would like to have sold in the 
first place. 

But if the art director does not com 
mit himself, no one knows where he 
stands. 

The artist, photographer, their repre: 
sentatives won’t know. 

The copywriter won’t know. 

The account executive won't k:ow. 

The client won't know. 

And very often the art director 1im- 
self won't know. e 
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